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ABSTRACT 
INTRODUCTION 
The rapid development of information technology enables insurance businesses to 
promptly assimilate customer information, understand their needs and create values 
for them. Through the improvement of the operation process, channel integration, 
enhancement of employees" capability, prompt and flexible responses, customer 
segmentation, value analysis and customized service, customer relationship 
management maintains the current customers, attracts the potential customers and 
enhances customer value. The concept of Customer Relationship Management 
(CRM) resonates with managers in today's competitive economy. Yet recent articles 
in the business press have described CRM implementation failures in insurance 
sector, and consequent company reluctance to invest in CRM. The potential for 
substantiall> improved CRM. coupled with the high uncertainty surrounding failed 
implementation efforts, calls for a critical new look at the determinants of and 
influences upon, an insurance firm's decision to adopt CRM. In such a scenario it 
was thought appropriate to review the extant literature on the subject and identif} 
variables of interest from the CRM perspective so as to map the existing trends in 
the public and pri\ate sector insurance firms. 
REVIEW OF LITERATURE 
Several scholars studying buyer-seller relationships have enriched the literature with 
relevant CRM concepts and constructs (Gundlatch & Cadotte. 1974; Doney& 
Cannon, 1997; Kumar & Scheer, 2002; Smith & Barclay, 2004). A compelling 
business case and success stories continue to attract business interest and investment 
in CRM. These works focused on the adoption phase (Rogers, 1995) of a technolog} 
based innovation in CRM where decision-making and planning activities are 
conducted to address "whether, why, and how" to implement the innovation in CRM 
initiatives (Markus & Tanis, 2000). Although decisions made during this phase are 
critical to the eventual success or failure of a CRM initiative, there is a paucity of 
research exploring these adoption issues (Markus & Tanis 2000). 
Wilson (1995) classified CRM research directions into concept level, model level 
and process research. Several scholars have enriched this literature through model 
level research (Lusch & Brown, 1996; Smith & Barclay, 1997; Donney, 2000), 
concept level research (Anderson & Hakanson, 1994; Bagozzi, 1996; Lacobucci, 
1998; Hopkins, 2000) and process level research (Anderson & Narus 2002; Schurr 
& Oh, 2003). Several studies have been conducted on the impact of CRM 
programmes on the performance of banks, hospitals and insurance sector (Aulakh & 
Kotabe, 1997; Nason & Oslen, 1998; Souder, 2001; Zahay, 2004). 
Previous researchers have addressed the intellectual alignment (strategy, structure, 
goal and principles), social alignment (culture, customer interaction and domain 
knowledge) and technology alignment (IT capability and Knowledge Management) 
of CRM implementation (Milgrom & Roberts, 1990; Pearce & Robinson, 1994: 
Reich & Benbasat, 2000; Barua & Mukhopadhyay, 2000). This body of research 
generally finds that these CRM alignments "enable a firm to maximize its IT 
investments and achieve harmony with its business strategies and plans, leading to 
greater profitabilit}". 
Several authors have established that by looking at the relationship development 
process, one could identify which CRM constructs would actively impact the 
outcome considerations and which of them would have latent influence and this will 
help in establishing a comparison of CRM parameters (Mahajan & Srivastava, 1992; 
Schijns & Schroder, 1996; Stump & Heide, 1996; Wilson, 2005) and insurance 
sector is no exception. 
The review of literature ranges from 1972 to 2006 and includes around 245 
references. It was the pioneering work of Rudi (2003), Hewson (2003), Crook 
(2002), Schmitt (2006) and Schellong (2005) that provided the much needed 
impetus in the process of understanding and formulating the sector wise CRM 
comparison parameters. 
THE JUSTIFICATION FOR THE STUDY 
Organizations pursue a CRM strategy for the purpose of increasing business 
performance and value. However, firms face a multitude of organizational 
challenges associated with this endeavor. To reduce their risk of failure, it is 
suggested that firms undertake a deep analysis of organizational readiness prior to 
committing to a CRM initiative. Insurance sector is no exception to this fact. 
There is an increased need to concentrate on the various challenges thrown open by 
the public and private insurance firms in implementing CRM. Many insurance firms 
have invested into customer driven CRM but research indicates varying outcomes 
(Schillong, 2004). While it is clear that there are significant differences in the CRM 
issues and environments faced by the public and private sectors, and that businesses 
should have an easier time in applying CRM systems, the underlying strategic value 
for public sector is clear. With customers demanding more service and accessibility 
from administrators, public sector CRM software technologies have to offer best 
solutions for achieving process and cost objectives (Souder, 2001). With results 
which go far beyond improved service delivery and include sustained cost 
reductions, increased customer knowledge and better employee morale, CRM 
software implementation and post product environments offer great upside 
value. Although there are material differences in public and private sector use of 
CRM strategy, they share at least one glaring similarity - they both have much to 
gain from proven CRM software technology. 
As private sector business methods cross over into the public sector, man\ 
government bodies are investigating how they can adopt and adapt private sector 
CRM models (Bleyer, 2003). There is a need to understand the similarities and 
differences in public and private sector CRM to foster shared knowledge, business 
processes and planning functions to integrate disparate technologies and software 
platforms and then, of course, the organizational culture to support knowledge 
sharing (Peled, 2000). For the private sector, there are clearly identified CRM 
processes which have resulted in increased profits and improved efficiency. These 
have focused on sales, marketing and customer service activities, which often 
operate along fundamentally different lines to the public sector. Thus the present 
research makes an attempt to explore how private sector CRM methods can be 
adopted and subsequently adapted vis-a-vis public sector. This study also aims at 
exploring the similarities and differences in public and private insurance sector 
CRM initiatives. 
RESEARCH OBJECTIVES 
Broad Objectives 
The study attempts to empirically explore the following broad objective: 
Dimensions of Customer Relationship Management Practices in the Public and 
Private Sector Insurance Companies. 
Specific Objectives 
The specific objectives of the study can be categorized into: 
Category I: Developing a valid and reliable instrument for exploring variables of 
interest vis-a-vis CRM practices in the context of public and private sector 
insurance industry 
Category II: To identify the factors related to CRM initiatives and their 
importance 
Category III: Explore the differences in CRM initiatives in the public and private 
sector insurance companies 
RESEARCH METHODOLOGY 
This section focuses on the research hypotheses, research design and the procedure 
adopted for conducting the study. Specifically it focuses on the instrument 
development including pilot testing, data collection and data analysis procedures. 
RESEARCH HYPOTHESES 
For achieving the objectives of the study, hypotheses were framed. The rationale for 
each of these hypotheses stems from the review of extant literature on the subject, 
from theories and reasoning. The hypotheses considered for the study are listed 
below: 
Category I: Developing a valid and reliable instrument for exploring variables of 
interest vis-d-vis CRM practices in the context of public and private sector 
insurance industry. 
H1: The scales developed for the study are valid and reliable. 
Category III: Explore the differences in CRM initiatives in the public and private 
sector insurance companies 
\\2: Significant differences do not exist in CRM goals of public and private sector 
insurance firms, 
H3: Significant differences do not exist in CRM principles of public and private 
sector insurance firms. 
H4: Significant differences do not exist in CRM technology considerations of 
public and private sector insurance firms. 
H5: Significant differences do not exist in CRM implementation effects of public 
and private sector insurance firms. 
H6: Significant differences do not exist in customer satisfaction of public and 
private sector insurance firms. 
H7; Significant differences do not exist in customer communication of public and 
private sector insurance firms. 
H8: Significant differences do not exist in CRM benefits of public and private 
sector insurance firms. 
H9: Significant differences do not exist in before and after CRM implementation 
of public and private sector insurance firms. 
HIO: Significant differences do not exist in value prepositions of public and private 
sector insurance firms. 
RESEARCH DESIGN 
The study broadly follows a descriptive research design. 
RESEARCH INSTRUMENT 
The survey instrument, contained items under broad head of 9 factors such as CRM 
goals, CRM principles, technology considerations, technology implementation 
effects, customer satisfaction, communication, CRM benefits, customer base, before 
and after CRM implementation and value proposition. The instrument employed for 
the study consisted of questions on demographics and a 5-point Likert scale with 5 
denoting strongly disagree and 1 denoting Never. The research instrument was 
developed in three stages: 
Stage 1: Identification of measures/constructs and development of draft 
questionnaire 
Stage 2: Pilot testing 
Stage 3: Modification of questionnaire 
PILOT STUDY 
Before finalizing the instrument, a draft questionnaire was developed and pilot 
tested to validate the scale items to be used in the study. To check the face validity 
of the questionnaire, three subject experts were asked to evaluate the statements in 
questionnaire regarding the content, layout, wording and ease of understanding the 
measurement items. Based upon inputs received, minor modifications were made. 
The structured questionnaire was pre-tested on a representative sample of twenty 
respondents to obtain necessary inputs for refining the same. These included the 
suggestions to gain their feedback regarding the content, layout, wording and ease of 
understanding the measurement items. They were also asked to offer suggestions for 
improving the proposed scale and to edit the items to enhance clarity, readability, 
and content adequacy. After the questionnaire was pilot tested, each question was 
examined for its clarity and relevance to the purpose of the research, which resulted 
in some modifications. 
SAMPLING PROCEDURE 
The research data was collected with the help of structured questionnaire developed 
for the study. The elements of interest for this study were senior level managers and 
consultants who were looking after the CRM implementation in insurance 
organizations belonging to both public and private sector. Their designations ranged 
from Director/Head Customer Management, Head/Director CRM Strategy, CRM 
Programme Director, Customer Relationship Manager, Director Customer 
Management. Marketing Director, Direct Marketing Manager, to Marketing 
Analysis Head. In order to have a representative sample and reduce bias in the 
responses, a list was generated of individuals looking after the CRM implementation 
in insurance organizations as well as tiie CRM experts by drawing upon the resource 
list maintained by FICCl (Federation of Indian Chamber of Commerce), MMA 
(Madras Management Association) and CII (Confederation of Indian Industries). 
HCL, Wipro and Accenture. This list comprised 1500 individuals who were 
associated with CRM implementation in public and private insurance companies. Of 
these roughly 500 were associated with private organizations and the remaining 
1000 with public. These individuals were spread over various cities in the country, 
To reduce any element of bias census approach was adopted and questionnaires 
were administered on all 1500 individuals who comprised the sample frame through 
a blend of mail, e-mail, and personal administration. 
The questionnaire was administered in three waves: 
First Wave: Questionnaires were sent through surface mail to all 1500 individuals. 
A total of 150 responses were received. Of these 120 were from public and 30 
from individuals who were associated with CRM initiatives in the private 
sector. 
Second Wave: After a gap of about a month of sending the first set of 
questionnaires through surface mail, reminders were sent through a mix of e-
mails as well as surface mail requesting the respondents to provide their 
feedback. This resulted in 200 responses (140 from public and 60 associated 
with private organizations). 
Third Wave: During this stage, reminder mails accompanied with questionnaires 
were again sent to those from who responses had not been received. After 
dispatching the questionnaires, emails were sent and attempt was also made to 
contact them over telephone. This resulted in 152 responses from individuals 
associated with public CRM insurance initiatives and 58 from those connected 
with the private sector initiatives. Thus the final response rate was roughly 
37%. The high response rate can be attributed to the wave administration 
methodology adopted by the researcher and perhaps interest in the 
respondents to share their views on the subject. 
METHOD OF ANALYSIS 
So as to maintain data integrity, at the outset, the database was maintained using 
Sf^ SS 15 Software Paci<age. As already discussed, there were 560 responses in all 
from the 1500 questionnaires initially sent. For each respondent about 45 data 
entries were required. This resulted in a large database and it necessitated the use of 
specialized software like SPSS. Data cleaning procedure was performed before 
proceeding with the analysis. Outliers and extremes were identified with the help of 
relevant tools in SPSS and as suggested by Malhotra (2005), the missing values 
were replaced with the mean values in the database. Exploratory Factor Analysis 
(EFA) was performed to check for loading of the items on the constructs of interest. 
The 136 items were reduced to 48 items under broad head of 9 Factors with the help 
of PCA such as CRM goals, CRM principles, technology consideration, technology 
implementation, customer satisfaction, customer communication, CRM benefits, 
before and after CRM implementation and value proposition. The reliability of the 
scale was calculated using Cronbach Alpha. The nature of the data necessitated the 
use of parametric test viz. Independent Samples T test. 
SCALE REFINEMENT AND VALIDATION 
There is a necessity to develop valid and reliable measures as this would enable 
proper framework for establishing dimensions under study. Unless reliability and 
validity are established, it is hard to standardize the measurement scales, without 
which it is difficult to know whether the scales actually measure what they are. 
suppose to measure. In present research data was collected through a field surve\ 
and then the collected data was factor analyzed in order to unearth the latent factors 
based on factor loadings. Then the instrument was subjected to tests of reliabilit\ 
and validity, thereby ensuring standardization. The technique used in this research is 
Exploratory Factor Analysis. To develop valid and reliable scale separate scales 
were formed for public and private sector. 
EFA was performed on each scale separately to check as to whether all items load 
on a single construct. To determine if the data are likely to factor well, before 
proceeding with EFA, Kaiser-Mejer-Olkin (KMO) Measure of Sampling Adequac\ 
and Bartlett's Tests of Sphericity were performed. KMO measure quantifies the 
degree of inter-correlations among the variables and hence the appropriateness o\' 
factor analysis, if KMO is found to be greater than 0.50, then one can proceed with 
factor analysis {Malhotra, 2005). The KMO values of all the scales were found to be 
meritorious signaling that data was suitable for factor analysis. 
Another measure is Bartlett's Test of Sphericity which measures the presence of 
correlations among the variables. It provides the statistical probability that the 
correlation matrix has significant correlations among at least some of variables. 
Thus, a significant Bartlett's Test of Sphericity is required (Malhotra, 2005). 
Because p =0.000 (its associated probability is less than 0.05) for all scales, we 
could proceed with factor analysis. 
Since there were one hundred and thirty-six items present in the data set, principal 
components analysis conducted to reduce the number of questions. With PCA, the 
136 items were reduced to 48 items under broad head of 9 Factors such as CRM 
goals, CRM principles, technology consideration, technology implementation 
effects, customer satisfaction, customer communication, CRM benefits, before and 
after CRM implementation and value proposition. The table below gives the refined 
scale after factor analysis. 
Table 1: 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
U 
12 
13 
14 
15 
16 
CRM Goal: Items Retained after Scale Refinement through 
and Private Insurance Companies 
Statements 
Fully integrate sales and marketing with customer service, supply 
chain, online and accounting 
Audit and map the touch points and processes that affect 
customers 
Quantify and prioritize these processes according to their impact 
on strategic CRM 
Prioritize processes based on their importance to customers and 
their impact on the Enterprise's strategic CRM objectives 
Identify the l<ey processes from the customer's perspective 
Improve Customer Satisfaction 
Increase Profits 
Customer Ser\ ice and support 
Building attractive Virtual Community 
Incorporate consistent & integrated customer view across 
channels 
Implement effective sales & complaint management system 
Incorporate excellent analytics 
Manage campaigns 
Increased agency staff efficiency 
EFA for Public 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
X 
Increased Customer Ser\ ice 
Extending ser\ices beyond core Business • X 
Private 
X 
X 
X 
X 
X 
X 
X 
Item 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Statements 
Channel for others to market their products 
Identify price-elasticity of demand by segments 
Unearth end-user served and un-served markets 
Reduced Technolog) cost 
Technology Balance 
Data and System Support 
Organization readiness 
Customized Content & Communication 
Customized Product Offers 
Total Items Retained 
Public 
X 
X 
12 
Private 
X 
1 ^ " - ^ 
X 
X 
11 
Key: Items retained are denoted with 'X' 
Table 2 
Item 
1 
2 
3 
4 
5 
6 
7 
: CRM Principle: Items Retained after Scale Refinement through EFA for 
Public and Private Insurance Companies 
Statements 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a central 
database and analyses 
Distribute the results to various customer touch points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
Total Items Retained 
Public 
X 
X 
X 
3 
Private 
X 
X 
X 
3 
Key: Items retained are denoted with 'X' 
Table 3 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
: CRIVI Technology Considerations: Items Retained after Scale Refinement 
through EFA for Public and Private Insurance Companies 
Statements 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Pri\ac) 
Shifting Cost 
Initial Cost 
Implementation Cost 
Security/Legal 
Accessibility 
Audit Trails 
Changing Regulations 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
7 
Private 
X 
X 
X 
X 
X 
X 
X 
7 
Kev: Items retained are denoted with 'X' 
Table 4: CRM Technology Implementation Effects: Items Retained after Scale 
Refinement through EFA for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
n 
12 
13 
14 
15 
16 
17 
18 
Statements 
Integration of Customer Information across agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success with goals 
Choosing and working with external vendors 
Customization 
Inexperienced Consultants 
Integration 
Lack of executive sponsorship and leadership 
Software and/or consulting vendor over promised 
Integrator cost out of control 
Unstable or buggy software 
Integrator doesn't understand client's business 
Software lacks key functionality 
Integrator staff lacks key skills or experience 
Internal staff lacks skills 
User adoption problems 
Integration with legacy systems too difficult 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
8 
Private 
X 
X 
X 
X 
X 
X 
X 
X 
7 
Key: Items retained are denoted with 'X' 
Table 5: Customer Satisfaction: Items Retained after Scale Refinement through EFA 
for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
Statements 
My company is very concerned with security for transactions 
My company's words and promises are reliable 
My company is consistent in providing quality services 
Employees of the company shows respect to customer 
My company fulfill its obligations to customers 
1 have confidence in my company's services 
My company offers personalized services to meet customer needs 
My company is flexible when its services are changed 
My company is flexible in serving customer needs 
M\ compan) provides timely and trustworthy information 
My company provides information if there are new insurance services 
My company fulflls its promises 
Information provided by my company is accurate 
M) company has knowledge about insurance services 
My company has knowledge about the market trend 
M_\ company is able to answer questions about the policy or 
procedures for making changes 
My company' provides timely information regarding value of policy 
My company is concerned with matching my insurance needs with my 
ability to pay 
My compans' follows through on promised services 
My compan\' tries to avoid potential problems 
My company tries to solve problems before they create conflicts 
My compan) has the ability to openly discuss solutions when problems 
arise 
Assisted Ser\'ice through Call- Center 
Self Ser\ ice through Internet 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
Private 
X 
X 
X 
X 
X 
X 
! 
_ 2 L _ j 
1 
X 
i 
X 
^ 
X 
X 
Item 
25 
26 
27 
28 
29 
30 
31 
Statements 
Calculate premium, compare products, online tracking of claims status 
DilTercntialed Service Levels based Service for different customer 
segments 
1 am completely satisfied with information quality 
1 am very pleased with what the company does for me 
My experiences with the company responsiveness have always been 
good 
1 am very satisfied with service quality offered by my company 
If 1 had to do it all over again, 1 would still choose to use the same 
company 
Total Items Retained 
Public 
X 
X 
X 
15 
Private 
X — ' 
X 
X 
X 
16 
Key: Items retained are denoted with 'X' 
Table 6: Customer Communication: Items Retained after Scale Refinement through 
EFA for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
Statements 
Universal Reach 
Affordabilily 
Multichannel 
Automated processes 
Agency best practices for managing customer interactions 
Total Items Retained 
Public 
X 
X 
2 
Private ' 
X : 
1 x_J X 
3 
Key: Items retained are denoted with 'X' 
Table 7: CRM Benefits: Items Retained after Scale Refinement through EFA for Public 
and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Statements 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improsed \isibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different prospect types 
Accurate profitability comparisons for policies sold through 
different channels 
Providing online access to product information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers selectively 
identify what customer's value and 
devise appropriate service strategies 
Increased efficiency through automation 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
5 
Private 
X 
X 
X 
X 
X 
5 
Key: Items retained are denoted with 'X' 
12 
Table 8 
Item 
1 
2 
3 
4 
: Before and after CRM implementation: Items Retained after Scale Refinement 
through EFA for Public and Private Insurance Companies 
Statements 
Reduction in time required to generate customer lists 
Abil i ty to make product recommendations during support 
requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct contradictory 
data from sales 
Total Items Retained 
Public 
X 
X 
2 
Private 
, 
' 
X 
X 
2 
Key: Items retained are denoted with 'X' 
Table 9: Value Proposition: Items Retained after Scale Refinement through EFA for 
Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Statements 
Achieve a single, real-time view of the constituent 
Share and leverage information across departments and 
agencies 
Deliver single point access to programs and services 
Measure and promote constituent services based on requests, 
utilization and success 
Provide consistent communications across delivery channels-
agency offices, contact centers, and constituent self-service 
Create personalized and targeted services based on constituent 
needs and preferences 
Leverage dashboards and reporting for constituent service 
levels, performance measurements and trends 
Increase efficiency and productivity 
Decrease costs by servicing constituents through the most cost-
effective channels 
Increase efficiency by servicing constituents with consistent 
processes 
Streamline operations and improve response times by 
automating business processes 
Make better decisions with real-time, action-oriented alerts, 
notifications and information analysis 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
7 
Private 
X 
X 
X 
X 
X 
X 1 
6 
Key: Items retained are denoted with 'X' 
FINDINGS 
Independent Samples T-test: Independent sample T-test was conducted to evaluate 
whether significant differences exist between CRM constructs of private and pubhc 
sector insurance firms with respect to life and non-life. The Independent-Samples t-
test procedure determines the significance of the difference between two sample 
means. Table below shows the summary the results (Private and public sector 
insurance firms). From the table it is clear that except for value proposition, 
significant differences exist for all the remaining constructs. 
13 
The results clearl> show that there exists a significant difference in CRM goals of 
public and private insurance companies. Thus it is evident that both the sectors 
employ CRM for different end objectives. It is evident from t Test that there is no 
significant difference in CRM value propositions. These projects the facts the CRM 
methods employed can be deployed by both the sectors as they have no significant 
differences in CRM value propositions. The significant difference in technology 
considerations depicts the actual challenges faced by both the sectors in 
implementing CRM technology. Both the sectors have significant differences in 
customer satisfaction towards CRM initiatives deployed. This in turn depicts a need 
for more concentration towards best customer satisfaction in puts from each sector. 
The significant difference in CRM implementation effects suggests the need for a 
more detailed plan for CRM Implementation in insurance by both the sectors. The 
differences in after adoption of CRM implementation suggest the increased need for 
employing CRM initiatives in public and private insurance sector. 
Group Statistics for Independent Samples T-test 
CRM Goals 
CRM Principles 
CRM technology 
Considerations 
CRM Technology 
Implementation Effects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before & After CRM 
Implementation 
Value Proposition 
Org. 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
N 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
Mean 
1.4130 
1.0928 
1.5445 
.9595 
1.4886 
.8649 
1.5094 
.8640 
1.4948 
.9099 
1.5061 
.8941 
1.5005 
.8973 
1.4745 
.8953 
.9133 
.8941 
SD 
.24523 
.23484 
.52193 
.44315 
.32078 
.29281 
.32161 
.28382 
.23231 
.20689 
.62634 
.46986 
.39102 
.37939 
.59801 
.57515 
.31453 
.32481 
14 
Independent Samples T- test Results 
CRM Goals 
CRM Principles 
CRM Technology 
Considerations 
CRM Technology 
Implementation Effects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before & After CRM 
Implementation 
Value Proposition 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
Levene's Test for 
Equality of 
Variances 
F 
.000 
9,393 
5.607 
2.159 
2.022 
6.325 
.040 
.034 
.180 
Sig. 
.988 
.002 
.018 
.142 
.156 
.012 
.841 
.853 
.672 
T-test for Equality of Means 
t 
13.779 
14.064 
12.152 
13.121 
20.749 
21.661 
21.578 
22.885 
27.020 
28.534 
10.838 
12.378 
16.223 
16.455 
10.209 
10.398 
.631 
.621 
df 
558 
269.909 
558 
303.086 
558 
282.311 
558 
291.684 
558 
289.097 
558 
344.379 
558 
266.698 
558 
268.845 
558 
252.468 
Sig. (2-taiIed) 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 \ 
.000 
.000 
.000 
.000 
.000 
.000 
.529 
.535 
Key: EVA=EquaI Variances Assumed; EVNA=Equal Variances Not Assumed 
Comparison of CRM Constructs for Public and Private Insurance Companies: T-test Results 
Dimensions 
CRM Goals 
CRM Principle 
CRM Technology 
Considerations 
CRM Technology 
Implementation Effects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before and After CRM 
Implementation 
Value Proposition 
Key: R: Remark; N: Difl 
Public 
(N=412) 
Mean Score 
1.413 
1.544 
1.488 
1.5094 
1.494 
1.506 
1.500 
1.474 
0.913 
erences Not S 
Private 
(N=148) 
Mean Score 
1.093 
0.959 
0.320 
0.864 
0.909 
0.626 
0.894 
0.598 
0.894 
gnificant; S; D 
T-statistic 
t[558]=13.779. 
p=0.00 
t[303.086]=12.152, 
p=0.00 
l[282,311]=20.152, 
p=0.00 
t[291.684]=21.578, 
p=0.04 
t[289.07]=27.020, 
p=0.00 
t[344.37]=10.838. 
p=0.00 
t[266.69]=16.223. 
p=0.00 
t[268.84]=10.20. 
p=0.00 
t[252.46]=0.631. 
p=0.00 
ifferences Significant; 
R 
S 
s 
s 
s 
s 
s 
s 
s 
N 
[ ]: F 
Pub 
t 
t 
t 
t 
t 
t 
t 
t 
<-> 
gures 
Pvt 
; 
i 
i 
i 
i 
i 
i 
i 
•o 
in 
parenthesis are degrees of freedom (dO 
t arrows indicate instances of hiiglier mean scores wiiere differences are significant 
4- an'ows indicate instances of lower mean scores where differences arc significant. 
<-> arrow indicates thai there are no significant differences betueen the mean scores 
From the table it is clear that the increased mean scores for public sector accounts 
for the increased CRM importance and initiatives by the public sector and monopoly 
enjoyed in the insurance by public sector. These higher mean scores suggest the 
differences are significant. The fmdings direct our attention towards the fact that 
there is no significant difference in value proposition for both the sectors. This 
finding is of at-most importance as this proves that the CRM methods employed b\ 
both the sectors are interchangeable thus suggesting both sectors can adapt CRM 
success initiatives from each other. 
SUGGESTIONS FOR MARKETERS 
The study envisages various suggestions for practitioners from public and private 
CRM implementation in insurance sector as it provides a refined scale for CRM 
initiatives constructs separately for public and private sector. From the table below it 
is clear that public sector CRM practitioners have to focus CRM goals on 
prioritization of activities and resource sourcing for optimizing CRM. Whereas 
private sector has to optimize organization's data capabilities and prompt creation 
and systematic review of plans. As far as CRM technology and implementation 
concerns are considered, public sector has to avoid mere CRM technology push and 
continue the service access priorities whereas private sector has to integrate process 
and technology. For improved customer satisfaction in public sector, marketers have 
to offer multiple channels and deliver preferred services. In case of private sector. 
they have to provide multi channel access and single customer view. 
No 
1 
2 
CRM Constructs 
CRM Goals 
Principle 
Suggested Marketing Strategies 
Public Sector 
Focus attention to 
prioritization oi" activities 
Integrate the front- and back-
office initiatives 
Sourcing of resources to design 
build and optimize CRM. 
Get CRM constructs, customer 
insights, customer offerings, 
customer interactions & 
networks in place. 
Private Sector 
Focus on what needs to be 
achieved \ 
Optimize the organization's data i 
capabilities within data protection 
and privacy constraints. 
Prompt the creation and systematic 
review of plans 
integration of customer databases 
into an organization wide database 
No 
3. 
4, 
5. 
6, 
7. 
8. 
CRM Constructs 
Technology 
Customer 
Satisfaction 
Customer 
Communication 
Customer Base 
Value propositions 
CRM benefits 
Suggested Marketing Strategies 
Public Sector 
Realization and focus on I'acl 
that CRM philosophy involves 
not just technology but also 
changes to the proposition. 
Focusing on technology to 
address the service access 
priorities & embrace CRM as a 
whole-of-business approach. 
Examine carefully how to 
manage the wider technological 
issues discussed in this report 
and build upon the fact that 
technology push rarely works 
in CRM. 
Effectively tailor services or 
deliver through preferred 
channels. 
Develop or build offerings that 
meet customers' specific needs 
and intentions. 
Offer multiple channels to 
access company services. 
Opening new channels for 
customer interaction 
Involve customers from the 
"target" market in CRM project 
definition to understand what 
they want & how they want to 
work with public sector 
providers 
Establish separate value 
proposition for organization & 
customers. 
Overcome competing budget 
priorities 
In-corporate change 
management skills/experience 
Optimizing return on existing 
assets and emerging 
capabilities 
Sustaining quantifiable 
benefits over time. 
Private Sector 
Seamlessly integrate processes 
and technology to enable superior 
delivery and minimize cost 
identification of IT components of 
application & data integration. 
Integrated enterprise wide 
business planning & transaction 
system to enmesh CRM 
technology. 
Multi-channel access to be made 
and solve integration issues. 
Establish a single view of the 
customer & generate insights into 
behaviors/needs to deliver a 
Personalized experience. 
Develop Capabilities to focus on 
meeting customers' needs and 
expectations. 
Design an integrated suite of 
channels that provides easy access 
and effective processes for 
interaction 
Unique offering per identified 
segment & in corporate service 
driven CRM initiatives. 
Cost- effectively craft value 
proposition that makes the most 
sense for each customer segment 
or sub-segment. 
Deliver anticipated benefits 
Establish business cases to invest ; 
in CRM 
Transforming capabilities end-to- < 
end. 
Deliver customer insights 
necessary for developing 
productise capabilities. 
LIMITATIONS OF THE STUDY 
Though a number of precautions have been taken to increase the reliability of the 
present study, yet the researcher feels that there are certain limitations which may be 
given due considerations: 
> Limitations of time and willingness of the respondents dictated the sample 
could not be larger than the present one. Although this fact limits the 
generalization of results, we believe that it represents a necessary and 
economical first step in identifying useful concepts and relationships that can 
later be tested in larger, more representative samples in the Indian context. 
> The findings cannot be generalized to the Insurance sector owing to some 
macro and micro factors, which can affect profitability of the insurance 
companies. 
> It is possible that the negative effects of technology change over time as 
employees and customers become more accustomed to the systems. It might 
be that in the end, a more positive relationship between the two variables 
could be expected. Therefore, a future longitudinal study might also provide 
worthwhile insights. 
> Our study merely considers the moderating effects of the customer 
orientation of integration. It is plausible that customer orientation of 
integration has a direct effect on cost savings and market-related performance. 
Some dimensions of relationship marketing could be out of the preview of 
study. 
> As new CRM processes evolve over time, it could be argued that our sets of 
processes at each stage will need to be "enriched" or updated, as nev\ 
activities become common practice. 
> It should be noted that we are studying a dynamic phenomenon from a cross-
sectional perspective. Because capturing this process over time is often 
difficult, we took a "snapshof of the situation at a single point in time. 
> We examine CRM processes at the end user and consultant facing level only. 
It would be interesting to determine how our findings compare with 
observations from the company wide or functional levels. The critical issues 
are different at these other levels. For a complete picture of CRM, all the 
other levels i.e. vendor and agents must be examined. 
'r There is possibility of respondent bias. He could have given answers, which 
were desirable to him. 
> Some dimensions of CRM could be out of the preview of study. 
FUTURE RESEARCH DIRECTIONS 
Based on the study, the following directions for future research may be pointed out: 
> As this study has been conducted mainly with respect to chosen target, other 
research directions could involve different target groups like vendors and 
agents. 
> Much of CRM literature is limited to non empirical research. Quantifying the 
relationship dimensions and understanding them will authenticate research in 
CRM in today's competitive insurance environment. 
> The body of research pertaining to multi channel insurance and areas of CRM 
is presently fragmented. Although there has been lot of research in insurance 
sector but research with respect to these are limited. Research into these can 
provide better understanding of acceptability of newer services by the 
customer in India. This will also add to existing literature in insurance CRM. 
> With new private and foreign players entering the Indian Insurance avenue, 
satisfaction parameters for the end user perspective with CRM 
implementation specifically with respect to public and private insurance 
sector can be studied and improvisation suggesteid. 
> More research needs to examine the conditions and situations that influence 
the trade-offs that consumers are willing to make between their perceived 
right to better customer satisfaction and better CRM Practices. 
> Research is needed that examines the firm-level strategy of managing CRM 
Practices. Research should focus on issues related to how Public and Private 
Insurance firms should address CRM Practices through their organizational 
structure and how market-oriented firms need to adapt or modify their 
strategies to efficiently and effectively manage CRM Practices in ways that 
benefit both the firm and their customers. 
Research into Customer satisfaction leading to retention of the customer can 
be done in order to fully understand the dynamics of satisfaction in public as 
well as private sector. 
Research needs to be done on convergence of CRM and relationship 
marketing with other paradigms in marketing (Shani & Chalasani, 2000; 
Schins & Schroder, 2002) 
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PREFACE 
The insurance industry in India has come a long way since the time when businesses 
were tightly regulated and concentrated in the hands of a few public sector insurers. 
Following the passage of the Insurance Regulatory and Development Authority Act 
in 1999, India abandoned public sector exclusivity in the insurance industry in favor 
of market-driven competition. This shift has brought about major changes to the 
industry. 
The inauguration of a new era of insurance development has seen the entry of 
international insurers, the proliferation of innovative products and distribution 
channels, and the raising of supervisory standards. 
There are good reasons to expect that the growth momentum can be sustained. In 
particular, there is huge untapped potential in various segments of the market. While 
the nation is heavily exposed to natural catastrophes, insurance to mitigate the 
negative financial consequences of these adverse events is underdeveloped. The 
same is true for both pension and health insurance, where insurers can play a critical 
role in bridging demand and supply gaps. Major changes in both national economic 
policies and insurance regulations will highlight the prospects of these segments 
going forward. 
The better a business can manage the relationships it has with its customers the 
more successful it will become. There fore IT systems that specifically address the 
problems of dealing with customers on a day-to-day basis are growing in popularity. 
Customer relationship management (CRM) is not just the application of technology, 
but is a strategy to learn more about customers' needs and behaviors in order to 
develop stronger relationships with them. As such it is more of a business 
philosophy than a technical solution to assist in dealing with customers effectively 
and efficiently. 
Nevertheless, successful CRM relies on the use of technology. The introduction of 
financial services is considered within the context of retailers' relationships with 
their customers and retailers' ability to build closer relationships with existing and 
potential customers. Today banks have moved way from a transactional based 
marketing effort to a relationship based approach that has at its core the recognition 
of the lifetime value of the customer. This also provides greater opportunity for 
cross-selling and up-selling to a customer who is loyal and committed to the firm 
and its offerings. 
While the insurance sector is seeking to maintain a balance between acquiring 
customers and developing existing ones, customer acquisition is vital, as no 
retention strategy will entirely stem customer defection. That said, insurance 
companies are experiencing unacceptable levels of customer chum, thanks to which 
they are focusing on keeping the customers they already have in a bid to ensure a 
net growth in their customer base. Today, the focus is on selling more products to 
existing customers to improve profitability. Customer-focused strategies require 
CRM (customer relationship management) to help acquire customers thorough 
various touch points and translate operational data into actionable insights for 
proactively serving customers. 
The growth in the number of published works (both academic and a managerial) in 
recent years is the testimony to the renewed interest in the CRM for Insurance 
Sector. The present study is an effort in this direction. It is hoped that the findings 
will provide a realistic insight into the dynamics of CRM in Insurance Sector in the 
Indian context. 
This thesis is divided into seven chapters. Chapter one talks about CRM, its 
importance and role of it in insurance. It also defines the objectives of this research 
and identifies the back- ground and Problem of this study. 
Chapter two gives Literature Review, literature on CRM and CRM in insurance 
industry. 
Chapter three deals with the Research Methodology and states the objectives of 
research, research design, and the research instrument administered, the profile of 
the respondents, sampling procedure, stating of the hypothesis, method of analysis 
and limitations of the study. 
Chapter four deals with Analysis and Results. It is an effort to establish difference 
between various CRM constructs. It attempts to provide the various factors that 
compare the CRM Practices for Public and Private Insurance firms. 
Chapter five presents Discussions and Findings. The findings are presented in the 
form of sections dealing with CRM constructs that distinguish CRM practices for 
public and private Insurance firms. 
Chapter six deals with Managerial Implications of the study. This Chapter gives 
useful implications of this study to practitioners. 
Chapter seven gives Future Research Directions and Conclusions. 
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CHAPTER 1: INTRODUCTION 
Chapter Overview 
This chapter starts with the general introduction to the study with emphasis on the 
importance of building closer relationship with customers for better returns to 
insurance companies. The chapter also discusses the background for research in 
Customer Relationship Management (CRM) practices for public and private 
insurance companies. It talks about the various dimensions of the research problem. 
This chapter states the broad and specific research objectives and finally elaborates 
the research framework. 
1.1 Introduction 
Companies worldwide are realizing the increasing importance of CRM in insurance 
industry and the trend is catching up in India with the opening up of the insurance 
sector and from the market attractiveness perspective (Abell & Hammond, 1979). 
The market appears to be attractive from market, economic, technical, and 
competitive factors (Pant, 2000; UN, 2001). With regulatory environment changing 
favorably, it would be interesting to understand the readiness and attractiveness of 
the market from the perspective of the social acceptance and human resources 
acceptance (Brenner, 2000). 
CRM takes a comprehensive view of customers, maximizes customer relationship 
and profitability for insurance companies (Gopalakrishna, 2008). CRM is an 
ongoing process, which aims at retaining current customers by creating long lasting, 
fruitful relations with them and gaining customers utilizing positive referrals 
(Chatterjee & Prasad, 2001). Over the course of the past decade, marketers have 
embraced the power of technology-enabled services, delivered through electronic 
channels, to facilitate this process of customer relationship management (McKenna, 
1995; Grant & Schlesinger, 1995; Peters, 1997; Han, 1997; Winer, 2001;Mulligan& 
Gordon, 2002). 
Difficult times lie ahead for insurance companies specializing in personal lines. 
Fearing an imminent recession, many insurers are focusing more than ever on the 
search for profits and, to this end, spending millions of pounds on (CRM) systems 
(Van Delm, 2004). An insurance CRM strategy can be implemented through data 
warehousing and mining, interactive web sites, call centers, hand held devices and 
other business intelligence systems that enable a company to better know and 
service its customers and in turn win their long-term loyalty (Sodano,2000). 
Successful CRM focuses on understanding the needs and desires of the customer 
and is achieved by placing these needs at the heart of the business by integrating 
them with organization's strategy, people, technology and business processes 
(Neelima & Hitesh, 2004).CRM is a way of automating the front office functions of 
sales, marketing and customer service (Sahay et al., 2001). An Executive survey on 
CRM Market in India, (Icicle, 2006) revealed that Indian CRM market can be 
segmented into the market for hardware, software and services and Banking, 
Insurance and financial services are the sectors that shall benefit most from CRM 
Practices and technology. 
The onset of CRM has led to the traditional insurance firms resorting to online 
transactions (Economist, 2000). Worldwide it is felt that there is a need to educate 
the prospective buyers about the benefits of insurance and a need for hard selling the 
products (Woods & Mitchel, 1999). In a climate of escalating competitive intensity, 
the establishment and maintenance of long-term customer relationships has been 
increasingly acknowledged for its role in heightening profitability by enhancing the 
effectiveness of interacting with key customers (Mohammed & Fisher, 2001; 
Jaworski & Cahill, 2002). Although it could be argued that making efforts to keep a 
clientele loyal to the firni would be much more costly for the firm, in fact relational 
practices improve the productivity of marketing (Sheth & Parvatiyar, 1995). 
Empirical studies have shown that keeping a customer and therefore starting a 
continued relationship can be up to ten times cheaper than attracting a new one 
(Heskett et al.. 1990). So efforts and resources should be aimed at the retention of 
customers attempting to minimize their migration. 
Over half the projects on which insurance companies have embarked fail because 
they are forgetting the real point of the exercise, the customer (Gartner, 2005). 
Technological issues are distracting insurance companies, losing sight of the 
ultimate purpose of CRM systems, and neglecting the power of such s}'stems in 
analyzing data and providing critical marketing intelligence (Muthukumar, 2005) 
CRM enables a company to communicate with its customers in a completely new 
way by integrating every point of contact, including intermediaries, staff and third 
parties. This, in turn, changes the behavior of the whole company from top to bottom 
(Winer, 2001). However, insurers believe it will also change the way customers 
behave and the change in their behavior will result in higher retention rates, more up 
and cross-selling and greater customer loyalty. Thus, an insurance company with a 
CRM system should, theoretically at least, make bigger profits (Crosscurrents, 
2002). 
Public sector insurance companies are turning cautiously towards CRM systems and 
facing different challenges. They are increasingly integrating CRM software into 
their websites for a multitude of reasons that ultimately increase efficiency and 
customer service (Hewson et al., 2003). The benefits of increased insight into 
customer needs, enhanced resource decision making with objective data, improved 
communication with citizens through proactive FAQs and outbound email, and 
increased citizen access to city hall are all hallmarks of this paradigm shift toward 
use of web-hosted CRM software (Crook et al., 2003). 
In the private sector, competitive pressures and the demand for shareholder returns 
lead to a focus on optimizing customer value often for short-term profits. The level 
of service given to each customer is sometimes seen to be based upon his or her 
current or perceived future value to the organization (Miles, 2004). This often means 
that CRM is used by some organizations to ensure that high value customers get a 
high level of service, while as many transactions as possible, are automated, when it 
comes to low value customers (Bohl, 2004). 
While it is clear that there are significant differences in the CRM issues and 
environments faced by the public and private sectors, and that businesses should 
have an easier time in applying CRM systems, the underlying strategic value for 
public sector is clear that CRM Practices are the best solution for achieving process 
and cost objectives (Schimth, 2004). Although there are material differences in 
public and private sector use of CRM strategy, they share at least one glaring 
similarity. They both have much to gain from proven CRM software technology 
(Sonig, 2001). 
1.2 Background 
With the entry of private players into the sector, the insurance landscape is 
witnessing a revolution. The bottom-line for the future of competition is the qualit) 
of interaction between the customer and insurer. Thus building customer-centric 
enterprises is crucial for long- term success of the insurance industry (Brandon. 
2000). Relationship Marketing is the key to success in the present era and only those 
organizations can succeed who have been able to build a base of their loyal 
customers, as they advocate the company's products. Smart CRM solutions should 
automatically make intuitive insurance connections and allow non-intuitive but 
relevant insured connections to be created (Baldwin, 2000). 
After the recent de-regulation of the insurance industry, new opportunities have 
opened up for CRM in Indian insurance market. CRM can be introduced in various 
stages of the insurance value chain (Raghunath, 2003). Ins-web Corporation, 
provider of online insurance services, has introduced a business model, which 
changes from referring leads to traditional brokers to selling insurance policies 
regularly (Insurance & Technology, 1999). The new CRM and e-commerce solution 
for the insurance industry announced by Sybase, Inc. and Data Executives 
International includes a web based application environment, electronic ordering and 
interpretation of results, under writing case management and data warehousing to 
support CRM (Trembly, 2000a; 2000b). 
Frost & Sullivan's findings suggest that India is the fastest-growing market for 
contact centre systems in the Asia-Pacific (APAC), with a projected CAGR of 19.5 
percent. According to IDC (International Data Corporation), the CRM market will 
touch $11 billion by 2008, marching at a CAGR of 8.9 percent in the 2004-2008 
periods. The market for Customer Interaction Management is currently estimated at 
$400 million, and predicted to grow to nearly $1 billion by 2008 (Gartner, 2008). 
Insurers face challenges as their markets are becoming increasingly dispersed and as 
global competitive barriers are vanishing. Many insurers are undergoing an 
organizational evolution to meet market demands and financial performance 
expectations (Rangachary, 2001). These demands and expectations include adopting 
a customer focus, supporting seamless policy issuance and claims processing, 
enabling operations through the Internet, focusing on process efficiency, and 
reducing operation costs (Gupta, 1999). Many of these tastes will be challenging and 
will require that the insurers have efficient and scalable back office systems to 
support these initiatives. Infrastructure considerations such as performance, capacity, 
scalability and reliability are increasingly important to a company's ability to deliver 
its business strategies. Insurance companies are required to maintain historical 
information for business or regulatory requirements (Bhandari, 2001). 
Thoughtful public sector executives in the insurance sector have continued to 
increase their focus on customer service and their constituent relationships, and are 
examining and adopting the Customer Relationship Management (CRM) software 
systems that have been proven so successful in the private sector (Johri, 2000). 
Having retooled the technology to address service delivery in the public sector and 
having renamed the moniker to "Constituent" Relationship Management (CRM), 
software manufacturers promotes building a "single customer view" in order to 
achieve a "customer-centric" agency. That is certainly worthwhile and if not 
idealistic, it is surely a public service goal, but while there are similarities in 
providing customer service between the public and private insurance sectors, there 
are also important differences (Andy, 2002). 
Most CRM initiatives have been in the private sector where a working definition of 
CRM would be "to maximize the value of customers to the organization by efficient 
acquisition, retention and penetration of customers". CRM in the public sector is a 
relatively recent phenomenon. Here, the definition of CRM is usually "to improve 
levels of services to citizens whilst optimizing cost to serve" (Hewson et al., 2003). 
Considering the public sector, improving the relationship with its customers has 
been a goal of the public sector. The public administration is often over looked in 
the classical references to the relationship between customers and companies. This 
relationship exactly is of greater difference in the private sector. It plays a vital role 
in how the public sector exerts its power within society. Administrative practices 
and capabilities are often subsumed within the general discussions of public sector 
and its obligations to customers. 
The most salient similarities and differences among Public and Private CRM 
Practices can be compared with reference to factors like CRM goals, principles and 
technology, value propositions, customer base and customer communication, 
technology and implementation and CRM Benefits. 
1.3 The Problem 
CRM in insurance sector is of four levels. This include , Full service suite of product 
vendors, vendors that provide some but not all CRM applications, ERP and e-CRM 
Call centre and Internet products (Trembly, 2000a; 2000b). In the private sector, 
competitive pressure and the demand for shareholder returns lead to a focus on 
optimizing customer value often for short-term profits. In the public sector, the 
pressures are different, and usually much more complex, for several different 
reasons like customer expectations, rising demand, need for cost reduction, fraud 
and need for increased services (Hewson, 2003). 
There exist other bottlenecks like audience selection. Like private sector 
organizations, most public sector ones cannot choose the people they serve. Public 
sector organizations are often poorly coordinated across departments and 
geographies, internally and with each other (Porter, 2001). There is also a resource 
problem. The public sector has rarely developed resources to design, build and 
optimize CRM. Public sector organizations are starting to understand that CRM 
philosophy involves not just technology but also changes to the proposition, the wa> 
service is delivered, integration of access and delivery channels, improved data, 
different measurement systems and a new way of managing people (Johri, 2000). 
Lower levels of pay, lower caliber managers, low status or job esteem and a cost 
minimization culture have created a public sector culture that gives a low priority to 
customers (Ansari, 2000). 
Public and private sector organizations often start from similar points e.g. customer 
complaints, patchy direct marketing, variable customer service or uncoordinated e-
business or e-government projects. While e-government does not equal CRM, it is 
similar to the many early e-business initiatives in the private sector that are now 
being integrated into CRM (Economist, 2002). One of the reasons for CRM project 
failure in the private sector is the lack of focus at what needs to be achieved from 
CRM, at a macro, programmed level, and at a more micro functional or activity level 
(Insurance & Technology, 2003). 
Public insurance companies have embraced tiie fundamental principles of CRM but 
are struggling to get the building blocks like customer insights, customer offerings, 
customer interactions, organization performance and networks in place. The 
majorities of public and private insurance companies are focusing largely on the 
technological aspects of CRM and is struggling to reap the expected benefits (Crook 
etal., 2003). 
While insurance companies have visions for the service models they would like to 
adopt, they lack the management and operational skills and experience to be able to 
do so alone. Many insurance firms now recognize the value of marketing to drive 
take-up of channels and services. However, the majority of current marketing efforts 
are neither targeted nor value driven and, as a result, have little impact (Insurance & 
Technology, 2002). While insurance firms understand the need to communicate to 
customers, their lack of using customer data to create effective segmentation means 
they are unable to target the right message to various customer groups (Smith et al., 
2000). 
In the public sector, there may be an appetite for e-govemment, but the tough 
challenges of CRM are not very appetizing for managers. As the research shows, 
technology pushes rarely work in CRM (COMCATE, 2007). Given the experience 
of the private sector, public sector organizations need to examine carefully how their 
suppliers can help them manage the wider organizational CRM issues discussed in 
this report. Public sector organizations should also learn from private sector 
leadership mistakes. The CRM journey should start with a senior management 
review of what CRM can and should do, the desired state, what the current state is 
and what gaps need to be filled (Alexander, 2005).This requires a comparison of 
CRM practices of both the sectors and the public sector can learn from private sector 
mistakes and avoid the technology-driven approach with which so many private 
sector companies failed. 
Insurance companies today must focus on delivering the highest value to customers 
through better communication, faster delivery, and personalized products and 
services. Since a large percentage of customer interactions will occur on the internet 
rather than with employees (Bultema, 2004), technology must adapt to the changing 
and unpredictable market. Organizations that implement CRM in addition to e-
business applications will have the greatest gains (Lange, 1999). The future of CRM 
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is e-relationship management or e-CRM that will synchronize cross-channel 
relationships (Saunders, 1999). It is also envisioned as an "e-partnering ecosystem'" 
with a complex network of partners that operate as an interconnected, completel> 
spanning entire markets and industries (Creighton, 2000; Siebel, 2001). 
Disappointedly, despite its increasingly acknowledged importance, little research 
has been focused on the proper implementation of the CRM concept. Scattered 
research efforts have been observed in the realm of maintaining a deep customer 
focus (Vandermerwe, 2004), re-engineering the organizational structure (Ryals & 
Knox, 2001), and managing knowledge by leveraging the use of information 
technology (Stefanou et al., 2003). 
CRM technology & implementations and the changing effect of the Internet offer 
abundant research opportunities on CRM practices in the insurance sector. Research 
in these areas will contribute to building thriving customer relationships and long-
term corporate survival. Years of academically researched topics of relationship 
marketing and customer relationship management are now practical and cost-
effective to implement due to emerging technology. It is time to put academic 
theories to practice. 
1.4. Research Objectives 
Broad Objectives 
The study attempts to empirically explore the following broad objectives: 
To study the dimensions of Customer Relationship Management practices in the 
Public and Private Sector insurance companies with reference to main CRM 
comparison variables. 
Specific Objectives 
Category I: Developing a valid and reliable instrument for exploring variables 
of interest vis-a-vis CRM practices in the context of public and private sector 
insurance industry 
The CRM comparison variables are the factors which are responsible for proper 
CRM implementation initiatives in the insurance sector. These dimensions were 
identified with the help of literature survey and focus group discussions with 
customers of the banks and pilot survey among practitioners of the banks. 
Category II: To identify the factors related to CRM initiatives and their 
importance 
It is necessary to identify CRM initiative related factors to enable their importance in 
relationship building in the insurance sector. Factor analysis was employed to 
identify key CRM initiative factors separately for both the sectors. 
Category III: Explore the differences in CRM initiatives in the public and 
private sector insurance companies 
Exploring the differences in CRM practices among public and private sector will 
provide important inputs into the CRM implementation issues in the public and 
private insurance sector. Independent samples t test was employed for both the 
sectors separately to ascertain these differences. 
The overall purpose of this research is to explore the effects of creating effective 
customer focus and applying CRM strategies to link insurer and policyholder for 
public and private sector. The focus is on increasing customer retention in the 
insurance sector. It discusses the challenges confronting the industry in CRM 
implementation initiatives and suggests remedies applicable in case of both Public 
and Private sector insurance companies. 
1.5. RESEARCH FRAMEWORK 
Exhibit 1.1: Research Framework 
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The study emphasizes the need to strategically implement a complete CRM package. 
The problem of insurers is in terms of their inability to translate their promises 
regarding customer satisfaction into realities. To accomplish this research purpose, 
the objectives have been formulated. A comparison has also been made with respect 
to the CRM practices in vogue in companies operating in public and private sector. 
Thus, the objective of this study is to explore and identify key CRM business 
processes in insurance industry with respect to private and public sector and ability 
of a CRM solution to enhance their functioning for better performance and 
effectiveness and efficient management of customers for public and private sector 
insurance companies. 
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CHAPTER 2: REVIEW OF LITERATURE 
Chapter Overview 
This chapter talks about Nterature survey. Part one deals with overview of CRM as a 
Concept with emphasis on origin and emergence of CRM, core components of CRM 
and CRM Organization. It also discusses the technology based CRM and future of 
CRM. Part two deals with overview of insurance sector with discussion on past and 
present insurance scenario and future growth potential. It gives emphasis on 
application of technology and increasing importance of customer service in the 
insurance sector. Part three deals with research carried out in the field of CRM in 
insurance sector. It covers in detail a discussion on need for insurance CRM. 
Part I Overview of Customer Relationship Management as a 
Concept 
2.1 Introduction 
Customer Relationship Management (CRM) has generally been assumed to create a 
competitive edge for an organization, as well as to have a positive impact on 
organizational performance. However, there is still much debate over exactly what 
constitutes CRM. In fact, many scholars have claimed that the precise meaning of 
CRM is not always clear in the literature (Nevin, 1995; Parvatiyar & Sheth, 2001). 
Furthermore, it states that the term has become a buzzword, with the concept being 
used to reflect a number of differing themes or perspectives. 
For example, at a tactical level, CRM may mean database marketing (Peppers & 
Rogers, 1995) or electronic marketing (Blattberg & Deighton, 1991). At a strategic 
level, CRM may mean customer retention or customer collaborating (Vavra, 1992; 
Peppers & Rogers, 1995). At a theoretical level, CRM may mean an emerging 
research paradigm in marketing (Parvatiyar & Sheth, 2001).Given these problems, 
CRM, as an emerging paradigm in marketing, will remain underdeveloped until its 
key dimensions have been identified and operationalized. In fact, Gummesson, 
(2002a) comments that CRM, as an emerging discipline, is in need of further 
theoretical development. 
CRM technology applications link front office (e.g. sales, marketing and customer 
service) and back office (e.g. financial, operations, logistics and human resources) 
functions with the company's customer "touch points" (Fickel, 1999). A company's 
touch points can include the internet, e-mail, sales, direct mail, telemarketing 
operations, call centers, advertising, fax, and kiosks. Often, these touch points are 
controlled by separate information systems. CRM integrates touch points around a 
common view of the customer (Eckerson & Watson, 2000). 
In the marketing literature, the terms CRM and relationship marketing are used 
almost interchangeably (Parvatiyar & Sheth, 2001). For example, Berry, 1998, 
defines relationship marketing as "attracfing, maintaining and enhancing customer 
relationships," Barker, (2000) proposes the following definition. "An organization 
engaged in proactively creating, developing and maintaining committed, interactive 
and profitable exchanges with selected customers (partners) over time is engaged in 
relationship marketing." Recently, by broadening the scope of relationship 
marketing and viewing it in a comprehensive management and social context, 
Gummesson, (2002a) defines it as "marketing based on relationships, networks and 
interaction, recognizing that marketing is embedded in the total management of the 
networks of the selling organization, the market and society. It is directed to long 
term win-win relationships with individual customers, and value is jointly created 
between the parties involved." 
On the other hand, Jackson (2000) suggests CRM to mean, "marketing oriented 
toward strong, lasting relationships with individual accounts." Payne (2000) asserts 
that CRM is concerned with "the creation, development and enhancement of 
individualized customer relationships with carefully targeted customers and 
customer groups resulting in maximizing their total customer life-time value." 
Kotler & Armstrong (2004) define CRM as "the overall process of building and 
maintaining profitable customer relationships by delivering superior customer value 
and satisfaction." 
In spite of the commonalities described above, some important differences between 
CRM and relationship marketing do exist. First, relationship marketing is relatively 
strategic in nature, whilst CRM is used in a tactical sense (Ryals & Payne, 2001; 
Zablah et al, 2004). Second, relationship marketing is relatively more emotional and 
behavioral, centering on such variables as bonding, empathy, reciprocity, and trust 
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(Yau et ai, 2000). On the other hand, CRM is managerial per se, focusing on how 
management can make concerted efforts in attracting, maintaining, and enhancing 
customer relationships. Third, relationship marketing embraces not just the supplier-
customer dyad (Gummesson, 2002b) but encompasses the building of relationships 
with stakeholders, such as suppliers, internal employees, customers, and even 
government as well (Morgan & Hunt, 1994), but CRM is more dedicated to 
building relationships with key customers (Tuominen et ai, 2005). 
2.2 The Origin and Emergence of Customer Relationsiiip Management 
CRM is a concept that has its roots in the technology of sales automation and calls 
centre operations and has been around since the mid-1990s. At that time, it was 
thought that merging customer data from the field (sales) with call centre 
interactions would result in more informed interactions with the customer (Battista, 
2000). This evolved into "one-to-one marketing" which implies that, through 
interaction and processing, companies created more customized offers for their 
customers. In order to secure and manage these one-to-one relations, and to create a 
profitable and long-term relationship with the customers, CRM evolved (Buttle, 
2000). 
On a parallel track, internet-based tools such as e-commerce, Internet marketing 
(Yang & Fang, 2004), personalization (Jun & Cai, 2001) and self-help (Walters & 
Lancaster, 1999; Parasuraman et ai, 2005) were evolving. Owing to the newness of 
the technology, these products competed outside of the CRM sphere and were 
referred to as "e-business". When the concepts of CRM and e-business melded 
together (Light, 2003; Fjermestad & Romano, 2003; Bull, 2003), there was a short 
period where vendors, talked about eCRM and e-everything. 
There has been an unprecedented resurgence of academic, as well as practitioner 
interest in CRM (Deshpande & Webster, 1989; Ryals & Payne, 2001; Abbott et ai, 
2001; Greenberg, 2002; Fjermestad & Romano, 2003).Wilson technology have 
produced a primarily practice-based and consultant-driven literature on managing 
customer relationships. Some examples are approaches that use databases (database 
marketing) and direct marketing activities (Shaw and Stone, 1988; Rapp & Collins, 
1991; Peppers and Rogers, 1995; Shepard, 1995; Jenkinson, 1995; McKenna, 1995; 
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Pine et ai, 1995; Swift, 2001; Quinn, 2002; Greenberg, 2002; Anderson & Kerr. 
2002; Foster, 2002; Wellemin, 2003). 
CRM with its antecedents in services marketing implies a shift from transaction-
based marketing to a relational mode (Christopher et al, 1991; Gronroos, 1994; 
Berry, 1998; Buttle, 2000). CRM aims at lowering costs by keeping customers 
rather acquiring new ones. Hence, the use of vocabulary such as retention, loyalty 
and defection, yielding economic arguments like customer profitability and lifetime 
value of customers (Blattberg et al. 1991; Reichheld, 1996; Yen & Gwinner, 2003). 
Another focal point is serving smaller segments through individualization of a firm's 
offering!?, a process made possible by the advancements in information technology 
(Peppers & Rogers, 1993; Seybold & Marshak, 1998). 
Customers display a different economic sense for different depictions of the 
"relationship marketing ladder of customer loyalty" (Payne, 2000; Egan, 2001). 
Once a customer has been acquired, the relationship with the company can develop 
in two fundamentally different directions depending on the level of customer 
satisfaction (Fournier, 1998; Jamal & Naser, 2002). Around 1990, particularly in the 
industrial sector, it was established that exchange processes occurred not only 
between two individual exchange parties, but also to a degree between several 
parties directly or indirectly in contact with each other. The result was that the 
attributes of interaction and networking became the subject of research on 
relationship marketing (Ford, 1990; Anderson et al., 1994; Haokansson & Snehota, 
1995). At the beginning of the 1990s, an after-effect of analysis and discussion on 
customer relationships was that customer retention entered the centre stage of 
marketing research as marketing's target parameter (Reichheld, 1996). Relationship 
marketing, originally applied only in the areas of capital assets and services, has 
since the tail-end of the last millennium been related to consumer goods also in that 
brand relationships are being considered as research elements (Fournier, 1998; 
Parvatiyar&Sheth, 2001). 
The last decade has seen much attention devoted to the subject of strategic 
relationship management (Donaldson & O'Toole, 2002; Klink & Sjoberg, 2003). 
For example, (Zineldin, 2000), shows how relationship management and marketing 
becomes a powerful tool for developing long-term relationships with clients, 
suppliers and distributors (Gummesson, 1995&I999) on the view of potential 
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relationship categories. According to (Donaldson & O'Toole, 2002), Gummesson's 
model is similar to the concept of a "stakeholder partnership" in strategic 
management cited in (Freeman, 1983; Kay, 1993b). The recognition of ke> 
organizational interest groups and how these interests should be balanced are the 
core strategic issues. Gummesson's 30 relationships ("30Rs") show the potential 
domain of relationships as well as their multilayered, overlapping nature. Yet 
another approach is to conceptualize relationships as part of the pursuit of a more 
efficient supply chain, with an emphasis on developing closer relationships between 
channel participants. This minimizes the costs of transactions and, by implication, 
the entire supply chain (Robson & Rawnsley, 2001; Raymond, 2001; McLaren et 
al, 2002; Zhuang & Zhou, 2004). 
To authors such as Christopher et al, (1991), a relationship-based approach appears 
to be a new way for marketing management to operate, based on a managerial 
perspective that is part of a quest to make the marketing effort more effective. In this 
regard, every customer relationship is important for profitability, with existing 
customers the lifeblood of a business organization and therefore paramount for the 
future direction of the business. To others, for example, (Gronroos, 1994), 
relationships are strategic, so that interactive marketing becomes a question of 
strategy and its origins, development and continuation being a strategic focus for the 
business organization. 
Trust is seen as an expression of confidence between parties in the exchange that 
will not be harmed or put at risk by either party's actions (Blois, 1996; Jones & 
George, 1998; Humphrey & Schmitz, 1998; Sahay et al, 2001). Thus, trust allows 
firms to reduce or avoid reliance on costly formal monitoring mechanisms to 
maintain their partnership, encourages mutual concern for long-term benefits by 
partners, maintains flexibility, and allows for information exchange and mutual 
learning (Aulakh et. al, 1996). Concepts such as honest dealing (Das & Teng, 1998) 
veracity, openness, acceptance, support and dialogue (Fukuyama, 1995) have been 
used to describe antecedent conditions for trust building among collaborating 
partners. Relationships exist through the retention of trust and commitment (Morgan 
&Hunt, 1994). 
Consequently, interactions that lack the elements of trust and commitment do not 
develop into relationships. Social scientists have long recognized the centrality of 
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trust. The ability to trust enables humans to interact in close relationships and is 
essential for psychological health and development (Asch, 1952; Erikson, 1959; 
Barber, 1983). Trust is also important in business context exchanges such as buyer-
seller relations, and employee-employer and other internal relationships (Blau, 1964; 
Kanter, 1977). 
Despite recognition of the centrality of trust in human behavior, the nature of trust 
remains unclear because the focus of study has been on the antecedents and the 
outcomes of trust (Young & Wilkinson, 1989). Relationship constructs like 
commitment, trust (Morgan & Hunt, 1994) and relationship quality (Liljander & 
Strandvik, 1999; Guenzi & Pelloni, 2004; Woo & Ennew, 2004) have shifted into 
the midst of marketing science, to help shed light on the emergence of customer 
retention and long-term customer relationships. The research field of relationship 
termination, whose essence is the breaking-up and recovery of customer 
relationships, is being increasingly subsumed under relationship marketing 
(Keaveney, 1995; Strandvik & Tornroos, 1997; Liljander & Strandvik, 1999; 
Yooncheong et. al., 2003). 
2.3 The Core Components of Customer Relationship Management Strategy 
The content of a CRM strategy consists of six mutually dependent criteria 
(Donaldson & O'Toole, 2002). Emphasis on quality is the first one. Poor service is 
the dominant reason for losing business. The core product alone is no longer enough, 
and service quality is stressed as the key to successful business. There is a need to 
measure customer satisfaction but manage customer service. This implies 
understanding and defining the various benefits that a prospect expects prior to 
purchase and the management of the gap between expectations and performance 
after the purchase process. Investing in people is the third criteria. Internal 
relationships are as important as external relationships. Implementation of a 
relationship orientation can only come from the people in the organization 
understanding the objectives set and meeting the required standards. There is an 
important need to maintain dialogue with customers to enhance relationship 
building. Building long-term relationships is the key issue in CRM. Companies that 
listen and adapt to preferences of individual customers have a higher propensity to 
retain them and make them loyal. Setting realistic targets and assessing 
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performance is fifth criteria. Organizations must have an understanding of customer 
perceptions of tlie various elements in the offering and the elements important to 
each individual customer. The last criteria emphasize that CRM strategy needs to be 
on relationship-based interfaces. This means being in touch with both internal and 
external customers in a responsive and flexible manner. In practice, there is a gap 
between what firms do, what they should do, and what is most desirable to do. The 
means of communication should be adapted to the needs of the individual customer. 
Accurate information comparing price and features of the various CRM offerings is 
hard to come by in the form of directory. Part of the difficulty arises because there 
are no standard definitions of what features are, and pricing models are getting very 
complex. This complexity is largely due to the options on how the service is 
provided. For example, the technical architecture, and whether the application is 
sold or provided as an ASP service, is two issues that affect the price. Further, the 
bigger players have a stake in not being too open about pricing models (Golterman, 
2003). The best option is to work out precisely what your needs are, and then go to 
market to see how the vendors can meet those needs. Remember of course that in a 
typical CRM project, software fees represent just about 33% of the cost and services 
and integration / data migration costs make up the rest. Companies will be religious 
about CRM ROI and demand that CRM initiatives be supported by fact-based 
business case and value propositions (Merlinstone, 2001). 
The results of the changes in CRM focus will affect technology selection in ail 
customer-centric departments like marketing, sales and service. Although cost 
reduction will be a primary focus, revenue enhancement will remain important. 
Projects will be centered on quick, easy revenue targets and marginal enhancements 
to already-successful systems. Absolute spending levels are down across industries. 
However, there are still discernible investment trends that emphasize speed to ROI. 
Each industry approaches this through its own lens (Sharon & Clad, 2006). 
Finally, there are at least two major growing trends in this market today: analytics 
and security. Indeed, firms will likely see an emphasis on establishing best practices 
and methods for collecting, organizing, qualifying, cleaning and analyzing data as it 
relates to obtaining customer intelligence (Shainesh, 2000). Based on these 
conclusions, CRM vendors must focus tightly on retaining existing customers while 
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still seeking out new business. This will put an even greater emphasis on delivering 
short-term return on investment (Agarwal, 2007). 
2.4 The CRM Organization 
CRM is a comprehensive strategy and process of acquiring, retaining and partnering 
with selective customers to create superior value for company and customer (Achrol 
& Ravi, 1997). CRM essentially means fundamental changes in the way that firms 
are organized (Ryals & Knox, 2001) and business processes are conducted 
(Hoffman & Kashmeri, 2000). Firms should pay heightened attention to the 
organizational challenges inherent in any CRM initiative (Agarwal et al, 2004). The 
key considerations to successfully organize the whole firm around CRM include 
organizational structure, commitment of resources, & human resources management. 
Organizational structure: Having established the financial imperatives of building 
relationships for referrals to increase sales and loyalty to prevent defections, 
organizations will need to position CRM appropriately within the management 
structure to ensure the role is not plainly that of a delivery function but also of 
strategic in nature (Sheth et al., 2000). CRM requires that the entire organization 
work towards the common goal of forging and nurturing strong customer 
relationships. As such, the organizational structural designs that most effectively 
optimize customer relationships include the establishment of process teams, 
customer-focused teams (Sheth & Sisodia, 2002), cross-discipline segment teams, 
and cross-functional teams (Ryals & Knox, 2001). All these structural designs 
demand strong inter-functional coordination and inter-functional integration. 
Human resources management: Several human resource decisions are important in 
creating the right organization and climate for managing relationship marketing, 
strategy, people, technology, and processes and all these are vitally important to 
CRM, but it is the individual employees who are the building blocks of customer 
relationships (Brown, 2000; Ryals & Knox, 2001; Home, 2003; McGovern & 
Panaro, 2004). According to Krauss (2002), "the hardest part of becoming CRM-
oriented isn't the technology, it's the people." Internal marketing, where human 
resources and marketing interface instills in employees the utmost importance of 
service-mindedness and customer orientation (e.g. Gro"nroos, 1990). Training 
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employees to interact with customers, working in teams and managing relationship 
expectations are important. Relationship satisfaction for involved parties would 
include process satisfaction in addition to satisfaction from the results achieved in 
the relationship (Parvatiyar, 1998). 
Commitment of resources: Organization-wide commitment of resources should 
follow creating the design of organizational structure and integrating properly those 
involved components. In particular, sales and marketing resources, technical 
expertise, as well as resources promoting service excellence should all be in place. 
The success of customer acquisition, development, retention, and reactivation all 
hinges on the company's commitment of time and resources towards identifying and 
satisfying key customer needs (Nykamp, 2001). 
To effectively implement a CRM solution, it is important to identify real knowledge 
about different types of customers from plethora of internal and external data, 
figures and surveys. It is essential to build knowledge architecture to give the 
organization a strategic advantage in design and implementation of a CRM solution 
(Evans, 1999). 
Knowledge management: KM is a management discipline that treats intellectual 
capital as managed asset and it is about creating a central database that is a complete 
replica of all that is embedded in the system for employee's use. It is about 
embracing a diversity of knowledge sources, like legacy systems, existing data 
warehouses, portals, websites, customers, suppliers, partners, external marketing 
research agencies and cultivating this knowledge where it resides. According to the 
knowledge-based view of the firm, the primary rationale for a firm's existence is the 
creation, transfer, and application of knowledge. From a CRM perspective, 
knowledge can be understood as what has been learned from experience or empirical 
study of consumer data. Key facets of "knowledge management" include knowledge 
learning and generation, knowledge dissemination and sharing, and Knowledge 
responsiveness (Thomas, 2000). 
Knowledge learning and generation: The key to successful knowledge learning and 
generation is the ability to abstract vital and meaningful knowledge from all sources 
available and ensuring its practical use. Knowledge about key customers is essential 
for CRM (Stefanou el al., 2003), as it can be used to develop a "'learning 
relationship" with customers (Zahay & Griffin, 2004) and thus profoundly enhance 
the competitiveness of a firm. Customer information like their needs and preferences 
may be captured both directly, and indirectly, through two-way communication in an 
interactive feedback system. The primary objective of knowledge generation is to 
afford a 360-degree customer view. Business intelligence tools like data mining, 
data warehouses, and data marts help firms incorporate customer information into 
strategic business intelligence. 
Knowledge dissemination and sharing: The rapid advances in the field of 
information technology enhanced the knowledge creation and knowledge 
management process. Knowledge is of limited value unless it is shared throughout 
the organization (Schulz, 2001). Further, knowledge value escalates through 
dissemination and sharing (Slater & Narver, 1995; Hult & Ferrell, 1997). 
Organizations must develop sound mechanisms for sharing customer knowledge to 
facilitate concerted actions by different departments. 
Knowledge responsiveness: As Peter Drucker defined," Information is data endowed 
with relevance and purpose". Knowledge responsiveness takes the form of acting on 
the knowledge generated and disseminated (Kohli & Jaworski, 1990). This 
encompasses selecting target segments, deliberately crafting the marketing mix in a 
manner that elicits favorable customer responses and meticulously customizing 
product and service offerings that address customers' current and anticipated needs. 
As marketing is now more concerned with better responding to customer demand, 
actions taken in a prompt manner not only enhance service quality, but also foster 
long-term relationships with customers. 
2.5 Technology-based CRM 
Advances in Information Technology have helped firms adopt a more customer 
centric approach to leverage on their real competitive advantage. Information 
technology (IT) has long been recognized as an enabler to radically redesign 
business processes in order to achieve dramatic improvements in organizational 
performance (Porter, 1987; Davenport & Short, 1990). IT assists with the re-design 
of a business process by facilitating changes to work practices and establishing 
innovative methods to link a company with customers, suppliers and internal 
stakeholders (Hammer & Champy, 1993). Traditionally organizations have grown 
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by deploying IT to transfer physical processes onto digital medium to enhance 
productivity and response times. 
IT played a crucial role in converging and speeding-up of CRM processes. CRM 
applications take full advantage of technology innovations with their ability to 
collect and analyze data on customer patterns, interpret customer behavior, develop 
predictive models, respond with timely and effective customized communications, 
and deliver product and service value to individual customers. Using technology to 
"optimize interactions" with customers, companies can create a 360 degree view of 
customers to learn from past interactions to optimize future ones (Eckerson & 
Watson, 2000). 
With competition intensifying, the focus has been shifted to providing customers 
unique personalized services. This spawned new IT streams like ERP, Data 
warehousing and Internet marketing. Innovations in network infrastructure, 
client/server computing, and business intelligence applications are leading factors in 
CRM development. CRM solutions deliver repositories of customer data at a 
fraction of the cost of older network technologies. CRM systems accumulate, store, 
maintain, and distribute customer knowledge throughout the organization. The 
effective management of information has a crucial role to play in CRM. Information 
is critical for product tailoring, service innovation, consolidated views of customers, 
and calculating customer lifetime value (Peppard, 2000). Among others, data 
warehouses, enterprise resource planning (ERP) systems and the Internet is central 
infrastructures to CRM applications. 
Data Warehouse Technology 
Bill Inman's formal systems definition of data warehouse is a computer database 
and its supporting components that is: Subject-oriented, Time-variant, Non-volatile 
and Integrated, meaning that the data in the database is organized so that all the data 
elements relating to the same real world event or object are linked together. A data 
warehouse is an information technology management tool that gives business 
decision makers instant access to information by collecting "islands of customer 
data" throughout the organization by combining all database and operational 
systems such as human resources, sales and transaction processing systems, 
financials, inventory, purchasing, and marketing systems. Specifically, data 
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warehouses extract, clean, transform, and manage large volumes of data from 
multiple, heterogeneous systems, creating a historical record of all customer 
interactions (Eckerson & Watson, 2000). 
The capability, coupled with user-friendly reporting tools and freedom from 
operational impacts, has led to a growth of data warehousing. The abilities to view 
and manipulate, set data warehouses apart from other computer systems. Constantly 
extracting knowledge about customers reduces the need for traditional marketing 
research tools such as customer surveys and focus groups. Thus, it is possible to 
identify and report by product or service, geographic region, distribution channel, 
customer group, and individual customer (Story, 1998). 
Information related to billing and account status, customer service interactions, back 
orders, product shipment, product returns, claims history, and internal operating 
costs all can improve understanding of customers and their purchasing patterns. The 
ability of a data warehouse to store hundreds and thousands of gigabytes of data 
make drill-down analysis feasible as well as immediate. Information is then 
available to all customer contact points in the organization. Data warehousing 
technology makes CRM possible because it consolidates correlates and transforms 
customer data into customer intelligence that can be used to form a better 
understanding of customer behavior. Customer data includes all sales, promotions, 
and customer service activities (Shepard et al, 1998). In addition to transaction 
details, many other types of data generated from internal operations can make 
significant contributions. 
2.6 Typical CRM System 
A typical CRM system has three major fronts for the system work being planned. 
The first focus area Interface comprises the work to give system a customer centric 
view. It either must provide the sales representatives and the Sales Managers at the 
zone with a "desktop" screen, which shows the general information most commonly 
needed, and the option to enter system in its current form or organized around 
specific customers. The second area of focus is Customer Information. This 
addresses the issue of uploading information from Customer Call Interface (CCI) so 
that issues or new developments would be identified in the customer view by a one-
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line identifier. The Third focus area is Reports. Here the primary area of frustration 
is navigation. There are too many reports (some different by a single parameter such 
as Gregorian calendar vs. Fiscal vs. Standard) for a person to swim through easil> 
and the abundance of offerings becomes an impediment to getting to the information 
one needs. The offerings need to be trimmed down and the process for branching 
through the many options needs to be re-defined (Payne, 2000). 
2.7 The Future of CRM 
With the increased penetration of CRM philosophies in organizations and the 
concomitant rise in spending on people and products to implement them, it is clear 
we will see improvements in how companies work to establish long-term 
relationships with their customers. However, there is a big difference between 
spending money on these people and products and making it all work. 
Implementation of CRM practices is still far short of ideal (Russell, 2001). 
Competitive businesses are now adopting a new breed of CRM systems that infuse 
accurate and timely information from business information providers within 
traditional CRM systems. As a result, companies are leveraging the full potential of 
CRM technology in meeting their sales and prospecting objectives (Puckey, 2007). 
CRM systems have evolved from information storage receptacles for managers into 
decision-making tools that benefit customer-facing staff Initially, CRM was merely a 
management tool used to track the progress of sales activities. Early CRM systems 
were used by large organizations to maintain online information for customer service 
reps and sales staff CRM systems soon grew into sales prospecting and customer 
relationship tools (Buttle, 2004). Information updates on how often a customer was 
contacted, whom the customer was contacted by, notes on competitors, or what was 
mentioned in a meeting all became important to hold within a CRM system. Sales, 
marketing and customer service representatives used these systems to understand 
customer behaviors in order to personalize interactions and ultimately, do a better job 
engaging with the customer. With the increase in multi-channel sales and marketing 
approaches, the role of CRM as a centralized customer data repository became even 
more important. However, implementing early CRM technology was no easy task. 
Most applications required extensive customization (Teklitz & McCarthey, 2005). 
Today, Web-based interfaces and easier rollouts have ushered in an era where CRM 
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startup costs are no longer a daunting proposition. As CRM, price-points have come 
down and user-friendly tools such as salesforce.com and other online CRM portals 
have become readily available, many small and medium-sized companies have been 
able to adopt CRM. 
Companies are recognizing the importance of creating databases and getting 
creative at capturing customer information. Real-time analyses of customer behavior 
on the Web for better customer selection and targeting is already here (e.g. Net 
Perceptions), which permits companies to anticipate what customers are likely to 
buy. Companies will learn how to develop better communities around their brands, 
giving customers more incentives to identify themselves with those brands and 
exhibit higher levels of loyalty (Audrey, 2001). 
With customer information availability, there exists the increased need to improve 
customer satisfaction and retention. CRM systems can aid in understanding a customer 
or segment to focus sales and marketing activities. Profitability is a key variable in 
determining cross-sell promotions, product pricing and packaging based on historical 
as well as fiiture anticipated consumer information. Lifetime value will be better 
understood to allow organizations to think about potentially good prospects and the 
overall return on the relationship that is developed over time. CRM systems will be 
blended with operational and back- office systems to provide a seamless, real-time 
data environment (Brooks & Siefering, 2007). CRM will not only be about servicing 
the customer better, but also servicing the customer in the best interests of the 
customer as well as the business itself 
One way that some companies are developing an improved focus on CRM is 
through the establishment or consideration of splitting the marketing manager job 
into two parts. One for acquisition and the other one for retention. The kinds of 
skills that are needed for the two tasks are quite different. People skilled in 
acquisition have experience in the usual tactical aspects of marketing such as 
advertising and sales. However, the skills for retention can be quite different, as the 
job requires a better understanding of the underpinnings of satisfaction and loyalty 
for the particular product category. As a result, some companies have appointed a 
Chief Customer Officer (CCO) whose job focuses only on customer interactions 
(Valarie e/fl/., 2001). 
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It is indisputable that customers are the number-one asset for most companies. 
Without them, there would be no sales, and so eventually no business. The idea behind 
customer relationship management (CRM) was to manage customer relationships in a 
personalized manner, across the enterprise and throughout the lifetime of the 
customer. In truth, though, the manner in which many businesses operate, as a 
collection of separate business units with the associated politics, often gets in the way 
(Goiterman, 2007). For CRM to work, companies must bring together a number of 
disparate processes, systems and types of data, regardless of where they reside, to 
deliver an integrated, unified view of the customer that drives a consistent approach to 
interactions that is proactive as well as reactive. The key is strong business 
intelligence (BI) focus on customer information (Stone, 2006). Once this exists, 
customer information, wherever it resides, will be available for analysis to provide 
insights and guide interactions across the enterprise. 
The notion of customer information coupled with customer satisfaction is being 
expanded to change CRM to CEM i.e. Customer Experience Management. The idea 
behind this is that with the number of customer contact points increasing all the 
time, it is more critical than ever to measure the customer's reactions to these 
contacts and develop immediate responses to negative experiences. These responses 
could include timely apologies and special offers to compensate for unsatisfactory 
service. The idea is to expand the notion of a relationship from one that is 
transaction-based to one that is experiential and continuous (Adrian, 2001). 
There are major obstacles to realizing the CRM dream. Multiple lines of business are 
involved, but processes rarely flow seamlessly across departmental boundaries. 
Departments need to share customer information, an act that can be both technically 
difficult and politically sensitive. Departments often have their own systems, and 
sometimes multiple versions of systems, housing customer data that should be 
common across departments and systems. Finally, many companies rely on their Web 
site to provide customers with information or to support customer self-service, but the 
site often is managed by yet another department, adding to the difficulty of keeping 
information up-to-date and consistent across all the various departmental systems 
(Heygate, 2006). Most of the companies have both enterprise resource planning (ERP) 
and CRM systems that contain core customer data. Despite the fact that most 
companies see customer data as the most important type of data, this dispersion makes 
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it unlikely that they have consistent customer data across all systems. One of the most 
common tactical ways of overcoming this issue is to implement a centralized data 
warehouse. With the warehouse being populated from so many disparate and 
unsynchronized systems, there is a good chance that the output reports and analysis 
will not be reliable. 
Customer data could be treated as master data to avoid dispersion. The idea of master 
data is that one source (or system) is specified as the master set, and all other systems 
either must use the same set or be synchronized with the master set. As a result, 
companies would have a single set of customer data that would always be up-to-date 
and trustworthy (Xavier, 2007). As usual, technology alone is not the answer. To be 
sure, technology issues such as incompatible tools, multiple and unsynchronized 
metadata stores and an inability to audit the lineage of data can be a barrier to 
achieving reliable customer data. But equally, companies must address process issues, 
and they need to pay more attention to data stewardship and governance. There is in 
the contact center another significant issue, which is unstructured data. Centers have 
never been able to make full use of their primary source of data that is the recorded 
calls because they are not structured in a form that information systems can interpret. 
To say this has hampered customer relationships is more than an understatement. New 
technologies now available go one-step further by analyzing these calls in a way that 
can predict future customer behaviors, which opens up the possibility of proactively 
managing the relationship (Schmarzo & Harper, 2004). In practice, however, many 
companies struggle simply to extract data from all the structured sources they have in 
the center, with only a few are able to derive analytics from multiple data sources. 
In looking toward the future of customer relationship management, there is a need for 
convergence of customer-focused MDM, data integration, data quality and analytics -
a need, in other words, for the creation of Bl-based customer information 
management. Better use of technology must be coupled with companies paying more 
attention to data governance and the processes that affect the management of customer 
data. More companies need to apply root cause analysis that takes into account all 
sources of data, structured and unstructured. Once in place, this capability will provide 
insight into the real reasons why customers are calling, allowing organizations to 
position them to improve their processes and truly manage customer relationships 
going forward (Brooks, 2006). 
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While CRM may already seem to be an old and jaded term, there is a bright future 
ahead that will bring new ways for small and mid-sized organizations to communicate, 
operate and strategize to manage their personnel, customers and prospects. There is an 
increased importance of customer touch points. Vertical solutions are another hot 
trend. There are different types of customers, different types of business models and 
selling strategies, and over time, there will be different CRM software to support these 
different models. What you had in the past was companies developing a tool set, and 
saying go and customize it for your industry. But now you have vendors coming into 
the market who will give you a 110 percent solution for a specific vertical. It can be 
predicted that in a few years, there will be no horizontal or generic CRM (Gokey et 
al, 2007). 
Increased functionality in CRM suites coming soon, even as functions associated with 
CRM are cropping up elsewhere. The trend is that, it is an efficient versus effective 
issue. A lot of the attention has been focused on efficiency, like giving the sales rep 
more time to make average sales calls. The issue is really effectiveness (Dennis et 
a/.,2006). CRM customers are also demanding more and more knowledge 
management functionality. Essentially, in the e-Business economy, you need to 
deliver customer organizational knowledge on demand, anytime anywhere. We are 
seeing a push to a lot more functionality being put into the CRM tools themselves. 
Lead tracking systems are great, but what is really wanted now are knowledge 
management systems, sales coaching systems, and service intelligence systems to help 
take the next step (Caruso, 2007). 
As with any decision with substantial resource implications and effectiveness, a 
cost-benefit analysis of CRM investments must be performed. Marketing managers 
for frequently purchased products such as toothpaste are not as likely to find CRM 
investments paying out to the extent they will for computer servers, given the 
differences in difficulties of reaching customers and the profit margins of the 
respective products. However, even toothpaste companies are using the Web to 
attempt to differentiate their brands from the myriad others appearing in 
supermarkets and discount stores. This is evidence that there are perhaps few 
companies that cannot benefit from the CRM structure (Donald & Russell, 2001). 
In short, the future of CRM is bright indeed. CRM will become deeply ingrained as a 
business strategy for most companies. Technology will evolve while technical and 
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organizational challenges are overcome. Much will change in the years ahead, but 
one thing is certain: CRM is a journey, not a destination, and customers have their 
hands on the road map and the steering wheel. 
Part II Overview of Indian Insurance Sector 
2.8 Introduction 
The insurance sector in India has made a full circle from being an open competitive 
market to nationalization and back to a liberalized market again. Insurance in India 
used to be tightly regulated and monopolized by state-run insurers. Insurance is the 
backbone of a country's risk management system. The insurance providers offer a 
variety of products to businesses and individuals in order to provide protection from 
risk and to ensure financial security. They are also an important component in the 
financial intermediation chain of a country and are a source of long-term capital for 
infrastructure and long-term projects. Through their participation in financial 
markets, they also provide support in stabilizing the markets by evening out 
fluctuations (Jha, 2002). 
Following the move towards economic reform in the early 1990s, various plans to 
revamp the sector finally resulted in the passage of the Insurance Regulatory and 
Development Authority (IRDA) Act of 1999. Significantly, the insurance business 
was opened on two fronts. Firstly, domestic private-sector companies were 
permitted to enter both life and non-life insurance business. Secondly, foreign 
companies were allowed to participate, albeit with a cap on shareholding at 26%. 
With the introduction of the 1999 IRDA Act, the insurance sector joined a set of 
other economic sectors on the growth march (Baldwin & Ben, 1996). 
Tracing the developments in the Indian insurance sector reveals the 360-degree turn 
witnessed over a period of almost two centuries. The Insurance sector in India is 
governed by Insurance Act, 1938, the Life Insurance Corporation Act, 1956 and 
General Insurance Business (Nationalisation) Act, 1972, Insurance Regulatory and 
Development Authority (IRDA) Act, 1999 and other related Acts (Ansari, 2000). 
Today it stands as a business growing at the rate of 15-20 per cent annually. 
Together with banking services, it adds about 7 per cent to the country's GDP .In 
spite of all this growth the statistics of the penetration of the insurance in the countr>' 
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is very poor. With such a large population and the untapped market area of this 
population, Insurance happens to be a very big opportunity in India. Nearly 80% of 
Indian populations are without Life insurance cover and the Health insurance 
(Insurance Institute of India, 2001).This is an indicator that growth potential for the 
insurance sector is immense in India. It was due to this immense growth that the 
regulations were introduced in the insurance sector and in continuation "Malhotra 
Committee" was constituted by the government in 1993 to examine the various 
aspects of the industry and creating a more efficient and competitive financial 
system suitable for the requirements of the economy was the main idea behind this 
reform. The key element of the reform process was participation of overseas 
insurance companies with 26% capital (Bhandari, 2001). 
Since the reforms, the insurance industry has gone through much sea changes.The 
competition LIC started facing from these companies were threatening to the 
existence of LIC. Since the liberalization of the industry the insurance industry has 
never looked, back and today stand as the one of the most competitive and exploring 
industry in India (Zervoudis, 2000). The entry of the private players and the 
increased use of the new distribution are in the limelight today. The use of new 
distribution techniques and the IT tools has increased the scope of the industry in the 
longer run. 
The insurance business is broadly divided into life, health, and non-life insurance. 
Individuals, families, and businesses face risks of premature death, depletion in 
income because of retirement, health risks, loss of property, risk of legal liability, 
etc. The insurance companies offer life insurance, pension and retirement income, 
property insurance, legal liability insurance, etc., to cover these risks. In addition, 
they offer several specialized products to meet the specific needs and requirements 
of businesses and individuals. Businesses also depend on these companies for 
various property and liability covers, employee compensation, and marine insurance 
(Misra, 2005). 
2.9 HISTORICAL PERSPECTIVE- INDIAN INSURANCE MARKET 
Insurance has a long history in India. Life Insurance in its current form was 
introduced in 1818, when Oriental Life Insurance Company began its operations in 
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India. General Insurance was however a comparatively late entrant in 1850 when 
Triton Insurance company set up its base in Kolkata. History of Insurance in India 
can be broadly bifurcated into three eras: a) Pre Nationalization b) Nationalization 
and c) Post Nationalization. Life Insurance was the first to be nationalized in 1956. 
Life Insurance Corporation of India was formed by consolidating the operations of 
various insurance companies. General Insurance followed suit and was nationalized 
in 1973 (Jha, 2000). General Insurance Corporation of India was set up as the 
controlling body with New India, United India, National and Oriental as its 
subsidiaries. 
The process of opening up the insurance sector was initiated against the background 
of Economic Reform process, which commenced from 1991. For this purpose, 
Malhotra Committee was formed during this year who submitted their report in 1994 
and Insurance Regulatory Development Act (IRDA) was passed in 1999. The 
process of reforms initiated some years ago has some achievements to its credit. It 
has enhanced competition, provided a choice to the customers, triggered innovative 
ways and means to carry out insurance activities, improved the efficiency level of 
the industry, increased the coverage of insurance in terms of density and penetration, 
obligated the insurers to provide for the needs of social and rural sectors, and 
increased awareness about the necessity of insurance, to name a few (Sudhak, 1997). 
Resultantly, Indian insurance was opened for private companies and Private 
Insurance Company effectively started operations from 2001. 
2.10 PRESENT SCENARIO OF INSURANCE INDUSTRY 
There are now 29 insurance companies operating in the Indian market - 14 private 
life insurers, nine private non-life insurers and six public sector companies. With 
many more joint ventures in the offmg, the insurance industry in India today stands 
at a crossroads as competition intensifies and companies prepare survival strategies 
in a de-tariffed scenario. India with about 200 million middle class household shows 
a huge untapped potential for players in the insurance industry. Saturation of 
markets in many developed economies has made the Indian market even more 
attractive for global insurance majors (Dipendra, 2006).The insurance sector in India 
has come to a position of very high potential and competitiveness in the market. 
Indians, have always seen life insurance as a tax saving device, are now suddenly 
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turning to the private sector that are providing them new products and variety for 
their choice. 
The insurance sector was opened up for private participation four years ago. For 
years now, the private players are active in the liberalized environment. The 
insurance market have witnessed dynamic changes which includes presence of a 
large number of insurers both life and non-life segment. Most of the private 
insurance companies have formed joint venture collaborating we 11-recognized 
foreign players across the globe. There is pressure from both within the country and 
outside on the Government to increase the foreign direct investment (FDI) limit, 
which would help JV partners to bring in funds for expansion (Baldwin, 2002). 
There are opportunities in the pensions sector where regulations are being framed. 
Less than 10% of Indians above the age of 60 receive pensions. The health insurance 
sector has tremendous growth potential, and as it matures and new players enter, 
product innovation and enhancement will increase. The deepening of the health 
database over time will also allow players to develop and price products for larger 
segments of society (Sengupta, 2003). However, the achievements until date need to 
be built upon to further improve the efficiency of the insurance sector thereby 
reducing the costs and increasing the penetration particularly in rural and semi-urban 
areas. For this purpose, factors like strengthening of the distribution network, 
designing of products that would meet the characteristics of different segments of 
the population and formulating and implementing specific strategies are critical 
(Insurance Institute of India, 2001). 
Consumers remain the most important centre of the insurance sector. After the entry 
of the foreign players, the industry is seeing a lot of competition and thus 
improvement of the customer service in the industry. Computerization of operations 
and updating of technology has become imperative in the current scenario. Foreign 
players are bringing in international best practices in service through use of latest 
technologies (Pant, 2000). The insurance agents remain the main source through 
which insurance products are sold. The concept is very well established in the 
country like India but still the increasing use of other sources is imperative. At 
present, the distribution channels that are available in the market are direct selling, 
corporate agents, group selling, brokers and cooperative societies and finally 
bancassurance. Customers have tremendous choice from a large variety of products 
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from pure term (risk) insurance to unit-linked investment products. Customers are 
offered unbundled products with a variety of benefits as riders from which they can 
choose. More customers are buying products and services based on their true needs 
and not just traditional money-back policies, which is not considered very 
appropriate for long-term protection and savings (Vaidyanathan, 2006). There is lots 
of saving and investment plans in the market. However, there are still some key new 
products yet to be introduced. 
The rural consumer is now exhibiting an increasing propensity for insurance 
products. A research conducted exhibited that the rural consumers are willing to dole 
out anything between Rs 3,500 and Rs 2,900 as premium each year. In the 
insurance, the awareness level for life insurance is the highest in rural India, but the 
consumers are also aware about motor, accidents and cattle insurance. The private 
companies have huge task to play in creating awareness and credibility among the 
rural populace. (Vijayakumar, 2007). 
The present insurance scenario is characterized by intense competition. In a de-
tariffed environment, competition will manifest itself in prices, products, 
underwriting criteria, innovative sales methods and credit worthiness. Insurance 
companies will vie with each other to capture market share through better pricing 
and client segmentation. There is an increased attention on customer centric 
initiatives. The customer profile in the insurance industry is changing with the 
introduction of large number of divergent intermediaries such as brokers, corporate 
agents, and banc assurance. The industry now deals with customers who know what 
they want and when, and are more demanding in terms of better service and speedier 
responses. With the industry facing a more competitive environment, there will be 
considerable improvement in customer service levels, product innovation and newer 
standards of underwriting. While the world is eyeing India for growth and 
expansion, Indian companies are becoming increasingly world class. Take the case 
of Lie, which has set its sight on becoming a major global player following a 
Rs.280-crore investment from the Indian government. The company now operates in 
Mauritius, Fiji, the UK, Sri Lanka, and Nepal and will soon start operations in Saudi 
Arabia. It also plans to venture into the African and Asia-Pacific regions. With 
regard to the Indian insurers turning global players, the Indian insurance companies 
are themselves beginning to come to terms with the dynamics of a continent like 
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India and it would be some time before we can be a part of the global ventures. 
However, the experiments in India would act as a reference frame for our foreign 
partners as they make forays into other nations. With robust reinsurance 
programmes in place, insurers have successfully managed to tide over the crisis 
without any adverse impact on their balance sheets. There is an increased 
domination by state insurers. India with a population of over one billion is always 
open for many more players in a large underinsured market. However, the reality is 
that the intense competition in the last five years has made it difficult for new 
entrants to keep pace with the leaders and thereby failing to make any impact in the 
market (Sinha, 2000). 
The key competitive and risk pressures that the industry would experience involves 
factors like multi-channel distribution footprint. Understanding the science of multi-
distribution channel management and developing a robust field footprint will remain 
the most distinctive competitive challenges for the new age insurers. Managing the 
expectations of channel partners, viz., banks, corporate agents, brokers, and advisory 
force, and keeping the acquisition costs at manageable proportions at the same time 
will help the new players reach break-even relatively sooner (Ansari, 2000). A key 
driver of growth in a long-term business like life insurance, technological 
advancement will be critical to functions like data management, underwriting, fund 
management, actuarial efficiency, and the end-to-end service delivery process 
(Mitra, 2004). 
Insurance is an intensively people- oriented business and human resources will be 
the undoubted differentiator like in any other retail industry. Expertise in fund 
management is the value proposition that any insurance company offers and the 
quality of asset-liability management (ALM) in a falling or stable interest rate 
regime will thus be a key challenge (Sawyer & Jeffery, 2005). Acquisition costs 
which is a sum of technological, operational, and distribution costs, will be the key 
differentiating factor in the initial years. While for a majority of the new insurers, 
intermediary costs of distribution have already absorbed the initial hits on the 
technology and process costs is a critical variable. The battle has so far been fought 
in the big urban cities, but in the next few years, increased competition will drive 
insurers to rural and semi-urban markets (Meder & Robert, 2001). 
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2.11 Insurance Development and Potential 
Notwithstanding the rapid growth of the sector over the last decade, insurance in 
India remains at an early stage of development. At the end of 2003, the Indian 
insurance market (in terms of premium volume) was the 19th largest in the world, 
only slightly bigger than that of Denmark and comparable to that of Ireland. TTiis 
was despite India being the second most populous country in the world as well as 
the 12th largest economy. Yet, there are strong arguments in favor of sustained rapid 
insurance business growth in the coming years, including India's robust economic 
growth prospects and the nation's high savings rates (Ashik, 2007). The dynamic 
growth of insurance buying is partly affected by the (changing) income elasticity of 
insurance demand. It has been shown that insurance penetration and per capita 
income have a strong non-linear relationship. Based on this relation and other 
considerations, it can be postulated that by 2014 the penetration of life insurance in 
India will increase to 4.4% and that of non-life insurance to 0.9%, (Table 2.1) 
(Sinha, 2004). 
Table 2.1: Projection of Life Insurance and Non-Life Insurance Premiums, 2004-2014 
Year 
2004 
2005 
2006 
2007 
2008 
2009 
2010 
2011 
2012 
2013 
2014 
Average growth 
rate between 
2004-2014 
Life Insurance 
INRm 
749971 
871672 
1025957 
1201425 
1403362 
1667814 
1983051 
2366576 
2804561 
3326543 
3947899 
18.1% 
INR m, constant 
2004 prices 
749971 
934136 
934358 
1042105 
1159284 
1312134 
1485832 
1688756 
1905996 
2153072 
2433548 
12.5% 
Non-Life Insurance 
INRm 
203856 
234323 
271830 
315522 
368094 
429750 
496953 
572727 
651736 
734778 
828433 
15.1% 
INR m, constant 
2004 prices 
203856 
224233 
247561 
273680 
304074 
338101 
372350 
408690 
442924 
475578 
510659 
9.6% 
Source: Swiss Re Economic Research & Consulting, 2007. 
2.12 Some Areas of Future Growth 
The traditional life insurance business for the LIC has been a little more than a 
savings policy. Term life (where the insurance company pays a predetermined 
amount if the policyholder dies within a given time but it pays nothing if the 
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policyholder does not die) has accounted for less than 2% of the insurance premium 
of the Lie (Mitra & Nayak, 2006). For the new life insurance companies, term life 
policies would be the main line of business. 
Health insurance expenditure in India is roughly 6% of GDP, much higher than most 
other countries with the same level of economic development. Of that, 4.7% is 
private and the rest is public. What is even more striking is that 4.5% are out of 
pocket expenditure (Berman, 2006). There has been an almost total failure of the 
public health care system in India. This creates an opportunity for the new insurance 
companies. Thus, private insurance companies will be able to sell health insurance 
to a vast number of families who would like to have health care cover but do not 
have it. 
The pension system in India is in its infancy. There are generally three forms of 
plans: provident funds, gratuities and pension funds. Most of the pension schemes 
are confined to government employees (and some large companies). The vast 
majority of workers are in the informal sector. As a result, most workers do not have 
any retirement benefits to fall back on after retirement. Total assets of all the pension 
plans in India amount to less than USD 40 billion. Therefore, there is a huge scope 
for the development of pension funds in India (Roy, 2007). 
2.13 Keys to Ensuring Growth 
The key to market growth is through an integrated approach, which includes creating 
awareness about insurance, enhancing reach through cost-effective distribution, and 
meeting customer needs through product innovation. A two-fold approach is 
required while adopting these drivers of growth. Increase the depth of penetration in 
existing product-market segments and drive the width of penetration leading to 
market expansion by targeting new segments. Given the complexity of the industry', 
insurers will have to adopt a multiproduct, multi-channel, and multi-segment route 
to the market to achieve these objectives (Bhandari, 2005). 
Awareness creation must be in line with the creation of distribution reach to ensure 
that the last mile fulfillment loop is closed. The conventional distribution network 
comprises of physical networks of branches (direct channel) and agents tied to the 
insurance companies. In the future, there will be a plethora of channels allowing the 
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customer to choose which channel he is most comfortable with. The options include 
agents, brokers, direct field force, telesales, bancassurance, alliances, and the 
internet (Singh, 2006). With the advent of broking regulations in 2002, brokers have 
emerged as an important channel in the corporate segment. Worldwide, brokers 
control close to 80 per cent of the corporate business with the top two controlling 
more than half the total broking market. 
Bancassurance is also gaining prominence. Nearly 60 per cent of the life insurance 
sold in the European countries is through this channel (Singh, 2006). Bancassurance 
relies upon the vast distribution reach of banks and since they are in the business of 
providing financial solutions, insurance ties in nicely with the product basket. The 
insurance companies gain through access to an established network, familiarity of 
channel with financial products, and access to capital. Banks gain through an 
enhanced product offering, fee income, and better utilization of their channels. On 
the retail front, there is a shift worldwide to virtual channels like telemarketing and 
the Internet, which offer the twin benefits of unimpeded reach for the customers and 
low set-up costs for the insurer. Most of these distribution channels are gaining 
prominence in India (Amit, 2008). As insurers seek to increase their market share 
and provide better service to their customers, they will increasingly explore these 
alternate channels of delivery to provide them with the necessary flexibility. 
In addition, most customers who have taken insurance of some sort are usually 
under-insured in terms of the potential risks that they are exposed. This applies to 
individuals as well as corporate and insurers must constantly educate their customers 
on the need for adequate coverage. There are also a large number of underserved 
segments such as senior citizens, rural markets, and NRIs whose needs are still 
unmet. The appropriate product solution delivered through the right channels will be 
the key to penetrate these markets. 
Insurance products can easily be copied thereby limiting differentiation at the 
product level. In such a scenario, competitive advantage will be gained through 
constant product innovation, cost effective distribution, and quality of service 
delivery (Ansari, 2005). This will allow the insurer to differentiate the overall value 
proposition offered to the customer and to adopt a pricing model based on the 
perceived value as against discounting. 
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The effective deployment of IT is a key business driver with its ability to 
substantially reduce operating and distribution costs while providing scalability. The 
strategic benefits of technology programmes such as straight through processing, 
enterprise application integration, and customer relationship management are well 
known but delivering the expected ROI on these investments is a key challenge (Jha, 
2006). Success in this area will be determined by an approach where IT is seen as a 
business enabler and where ownership of technology projects rests with the 
businesses rather than with the IT department alone. 
2.14 Application of Information Technology in Insurance Sector 
What makes the life insurance industry different from the other financial services is 
the long-term nature of the relationship of the company with its customers, often 
lasting a lifetime. The leaps in technology have helped us track the relationship with 
the customer and given us the information to analyze the changing needs/profile of 
the consumer. Moreover, the life insurance business is highly complex with the 
evolving statutory regulations that IT systems must deal with. Also with the 
emergence of multiple channels such as bancassurance, corporate agency, and 
broking, the company's IT systems need to be adapted with the systems of the 
channel partners without compromising the information flow (Porter, 2005). 
There is an evolutionary change in the technology that has revolutionized the entire 
insurance sector. Insurance industry is a data-rich industry, and thus, there is a need 
to use the data for trend analysis and personalization. With increased competition 
among insurers, service has become a key issue. Moreover, customers are getting 
increasingly sophisticated and tech-savvy. People today do not want to accept the 
current value propositions, they want personalized interactions and they look for 
more and more features, add ones, and better service (Sonig, 2007). 
Some key benefits of technology have been reduction in turnaround time as well as 
multiple interaction points with the customer through emails, facsimile, websites, 
and ATMs, to name a few, which have resulted in improved disclosure to policy 
holders. The insurance companies today must meet the need of the hour for more 
and more personalized approach for handling the customer. Today managing the 
customer intelligently is very critical for the insurer especially in the very 
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competitive environment. Companies need to apply different set of rules and 
treatment strategies to different customer segments. However, to personalize 
interactions, insurers are required to capture customer information in an integrated 
system (Roy, 2005). 
With the explosion of website and greater access to direct product or policy 
information, there is a need to developing better techniques to give customers a truly 
personalized experience. Personalization helps organizations to reach their 
customers with more impact and to generate new revenue through cross selling and 
up selling activities. To ensure that the customers are receiving personalized 
information, many organizations are incorporating knowledge database-repositories 
of content that typically include a search engine and let the customers locate the all 
document and information related to their queries of request for services (Johri, 
2005). Customers can hereby use the knowledge database to mange their products or 
the company information and invoices, claim records, and histories of the service 
inquiry. These products also may be able to learn from the customer's previous 
knowledge database and to use their information when determining the relevance to 
the customers search request. 
2.15 Customer Service 
Indian insurers in the public sector are responding slowly. Regulations have helped 
achieve standards of disclosure. Here again, in the life insurance sector, both LIC 
and the new companies seem to have set high standards in settlement of claims. The 
general insurance sector has shown mixed performance perhaps due to the inherent 
nature of the business. While the private sector general insurance companies have 
set good standards for claims settlement, the public sector insurers are yet to show 
resilience in the changed environment. This is sure to cause further dissatisfaction 
and consequent loss of good business (Johri, 2004). 
As per the Malhotra committee, LIC should pay interest on delays in payments 
beyond 30 days; Insurance companies must be encouraged to set up unit linked 
pension plans; Computerization of operations and updating of technology to be 
carried out in the insurance industry. The committee emphasized that in order to 
improve the customer services and increase accessibility of the various insurance 
products in India, the insurance industry should be opened up to competition. 
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However, at the same time, the committee felt the need to exercise caution as any 
failure on the part of new players could ruin the public confidence in the industry. 
Hence, it was decided to allow competition in a limited way by stipulating the 
minimum capital requirement of Rs.lOO crore. The committee felt the need to 
provide greater autonomy to insurance companies in order to improve their 
performance and enable them to act as independent companies with economic 
motives. For this purpose, it had proposed setting up an independent regulatory 
body. The Insurance Regulatory and Development Authority (IRDA). Reforms in 
the insurance sector were initiated with the passage of the IRDA Bill in Parliament 
in December 1999. The IRDA since its incorporation as a statutory body in April 
2000 has fastidiously stuck to its schedule of framing regulations and registering the 
private sector insurance companies (Insurance Institute of India, 2007). 
In the short time since the market has been opened, the private sector companies 
have set a completely new paradigm of service in both life and general insurance 
sectors. All companies have come up with benchmarks for each aspect of service 
and internal measurement of quality. For instance, the structure, content, and 
appearance of documentation are comparable to any in the world. Best practices 
aimed at informing the customer in a transparent manner have indeed been brought 
in. These are more in evidence in life insurance possibly because of the long-term 
nature of the business. Though structural inefficiencies are stated as reasons for such 
a situation, the main cause seems to be a pervasive attitude problem coupled with a 
need for transparency in claims handling (Berry, 2006). 
The other decision taken simultaneously to provide the supporting systems to the 
insurance sector and in particular the life insurance companies was the launch of the 
IRDA's online service for issue and renewal of licenses to agents. The approval of 
institutions for imparting training to agents has also ensured that the insurance 
companies would have a trained workforce with high degree of technical 
competence and capacity to work efficiently as insurance agents to sell their 
products (Sinha, 2001). Since being set up as an independent statutory body the 
IRDA has put in a framework of globally compatible regulations and has been 
working closely with all the stakeholders including consumer organizations like 
VOICE Society. 
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India is among the most promising emerging insurance mari<:ets in the world. Its 
current premium volume of USD 18 billion has the potential to increase to USD 90 
billion within the next decade. In particular, life insurance, which currently makes 
up 80% of premiums, is widely tipped to lead the growth. The major drivers include 
sound economic fundamentals, a rising middle-income class, an improving 
regulatory framework and rising risk awareness (Dasgupta, 2006). 
In the life sector, insurers will need to increase efforts to design new products that 
are suitable for the market and make use of innovative distribution channels to reach 
a broader range of the population. There is huge untapped potential, for example, in 
the largely undeveloped private pension market. Now, less than 11% of the working 
population in India is eligible for participation in any formal old-age retirement 
scheme. Private insurers will have a key role to play in serving the large number of 
informal sector workers (Kumari, 2006). The same is true for the health insurance 
business. In addition, the rapid growth of insurance business will put increasing 
pressure on insurers' capital level. The current equity holding ceilings, however, 
could limit the ability of new companies to rapidly inject capital to match business 
growth. 
A key challenge for India's non-life insurance sector will be to reform the existing 
tariff structure. From a pricing perspective, the Indian non-life segment is still 
heavily regulated. Some 75% of premiums are generated under the tariff system, 
which means that they are often below market clearing levels. Price liberalization 
will be needed to improve underwriting efficiency and risk management (Nurpuri, 
2005). It is also the responsibility of non-life insurers to help manage India's high 
exposure to natural catastrophes. To do this, technical expertise and financial 
capability are imperative. International reinsurance could provide both, but there is 
currently only a limited scope for global reinsures to transfer risk efficiently in India 
now (Patel, 2007). 
Reinsurance in India is mainly provided by the General Insurance Corporation of 
India (GIC), which receives 20% compulsory cessions from other non-life insurers. 
As far as reinsurance is concerned, policymakers have to recognize that insurance 
and reinsurance cannot be treated in the same manner. Due to the unique nature of 
reinsurance, it is necessary to de-link the sector from regulations governing direct 
insurance companies (Mitra, 2005). To allow branching of foreign re-insurers, for 
40 
example, would make the market more attractive for international players and secure 
cover for natural catastrophe risks which, today, are mainly uninsured. 
In a recent study, Swiss Re mentions that India (and China) would create many 
opportunities for the development of insurance backed by regulations in line with 
international best practices. Pension business is on the verge of a new set of 
government initiatives aimed at providing old-age security to vast segments of 
society. Developments are expected very soon. The opening up of this sector has 
been a great success. There is no doubt that, in a decade, Indian insurance market 
will be among the front-runners in the world (Roy & Abhijit, 2007). 
Finally, the largely underserved rural sector holds great promise for both life and 
non-life insurers. To unleash this potential, insurance companies will need to show 
long-term commitment to the sector, design products that are suitable for the rural 
population and utilize appropriate distribution mechanisms. Insurers will have to pay 
special attention to the characteristics of the rural labour force, like the prevalence of 
irregular income streams and preference for simple products, before they can 
successfully penetrate this sector. 
The insurance sector will grow steadily rather than rapidly. The law and regulations 
in place are adequate to ensure financial strength and solvency of insurers. The 
regulator's challenge lies in monitoring compliance to the several requirements. 
Delay in taking steps against erring parties would erode the credibility of regulations 
and customer confidence. In these four years since opening up, new insurance 
companies have faced the challenge of convincing an average customer that the 
commitments under the polices will be met by the new companies and that their 
stability is no less than that of the public sector companies. This depends largely on 
the credibility of the regulations and the regulator (Roy & Samit, 2007). Early 
detection of problems and quick solutions are vital for maintaining the confidence of 
the average consumer. 
*IRDA(Insurance Regulators and Development Authority, which was constituted by an act of parliament) specify the 
composition of Authority as a ten member team consisting of (a) a Chairman; (b)five whole-time members, (c) four part-time 
members,(all appointed by the Government of India). Section 14 of IRDA Act, 1999 lays down the duties, powers and 
functions of IRDA (1) Subject to the provisions of this Act and any other law for the time being in force, the Authority shall 
have the duty to regulate, promote and ensure orderly growth of the insurance business and re-insurance business. 
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Part III Research Carried out in the Field of CRM Practices in 
the Insurance Sector 
2.16 Need for CRM in Insurance 
A customer relationship management (CRM) solution brings a systems-driven 
approach to business, identifying and repeating proven techniques to maximize 
efficiency. CRM is a business strategy that helps organizations cope with three of 
today's most urgent business imperatives like, generating new growth, attaining 
operational excellence, and enhancing competitive agility (Smith, 2005). 
CRM offers detailed consumer information to individual staff members, while 
allowing for more effective management of the sales process as a whole by 
management. Sales and customer care should be complementary goals of any 
customer relationship management initiative. Therefore, the CRM features that 
facilitate sales force effectiveness need to be a key part of the search for any 
customer relationship management system. The idea of CRM constantly evolves, 
and it is helpful to understand customer relationship management and to provide a 
context for choosing the CRM solution features that meet an organization's needs 
and goals (Bitran & Mondschein, 2003). 
For insurance companies, competition in the marketplace is definitely heating up. 
Struggling against increasingly fickle consumer behavior, insurance companies are 
realizing that to stay ahead, they need to discover the sustained customer loyalty. 
However, to forge stronger relations with their clients to try to engender loyalty 
from them, insurance sector need to embark upon a more concerted customer 
relationship effort. This is beneficial in a number of ways - it enables them to find 
the balance of cross selling the right products to customers and tying them in to 
longer-term relationships. Cultivating relationships with existing clients is also far 
more cost effective than finding new ones - estimates say that it is five times cheaper 
to keep existing customers than hunt new ones down (Jagannath, 2006). 
Customer promiscuity is on the increase in every industry and the insurance sector is 
no different. As competition gets tougher, insurance companies have to initiate good 
customer strategies - this includes embracing the technology that allows them to do 
it effectively. The insurance firms which will stay ahead of the game are those that 
step up to the mark in terms of customer management and that put customers and 
their requirements at the centre of their businesses will be far more likely to succeed 
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than those who shun what is often considered the softer side of business, to rely on 
spasmodic sales tactics and uncoordinated efforts. However, managing customers 
effectively can be a daunting task and even some of the biggest companies struggle 
to do it effectively (Antonides & Raaij, 1998). 
Most other sectors are extremely customer centric and manage customers very 
effectively. This only serves to set a precedent of customer service that insurance 
sector needs to attain in order to make any lasting impression on the customer. 
Customers are finally realizing that rather than being at the mercy of their suppliers 
it is they who are in a strong position and consequently are demanding more -
insurance professionals need to realize this and meet the high service levels that 
customers are expecting (Karin et al., 2005) 
2.17 Background 
Customer Relationship Management (CRM) is the principle technology used to 
interact with customers and as such is the most important tool in retaining them. 
Embracing the latest CRM technologies is not optional - it is essential if insurance 
companies want to keep a step ahead in the marketplace, ft is not just the big 
multinationals that need to implement this technology. CRM is often associated with 
call centers, but in reality it has far wider (Sowinksi, 2000) reaching applications and 
should have a pivotal role in the customer management strategies of insurance 
broking companies of all sizes. 
In the past, CRM has been an ambiguous term used to describe any customer 
interaction. However, as it matures as a business and technological process, more 
insurance companies are beginning to realize that it refers to how a company 
manages its customers effectively, underpinned by the relevant technology. Whilst 
there is no blueprint to CRM and no one solution that will be suitable to all 
insurance businesses, there are important factors that insurance firms need to bear in 
mind in their approach to CRM. These include identifying factors that are important 
to clients. Customers and their requirements should be the focal point of the business 
and a good CRM strategy. Organizations need to promote a customer-oriented 
philosophy. This should be a policy, approach that insurance brokers are aware of, 
and adhere to at all times (Battista & Verhun, 2000). There is a need to develop end-
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to-end processes to serve customers. A 360° view is essential in order to get a 
complete picture of the customer and make accurate inferences. Companies have to 
provide successful and insightful customer support. Letting a customer down when 
they need help the most is often the death knell in a supplier/customer relationship. 
Tracking all aspects of sales allows a company to gather effective intelligence on 
what works and what doesn't with different types of customer and completes a 
customer history to help achieve a 360° view (Das, 2007). 
Most insurance companies would agree that CRM is important to them but 
achieving a successful CRM system is something that needs careful attention. 
Previously CRM was a stand-alone technology but it can now be fully integrated 
with other business systems. Integration with the relevant client databases will 
ensure more cross selling opportunities for insurance professionals. Tying all 
systems together ensures greater efficiency, which ultimately serves to save time and 
consequently money and gives the customer a better experience (Janny, 2004). 
CRM is always evolving and the systems of the future will become more and more 
sophisticated. As insurance firms strive to attract and retain an increasingly fickle 
customer base, CRM will become core to their overall business strategy. CRM 
strategies are resource draining. There are solutions out there for companies, 
whatever their size (Bult & Wansbeek, 2004). The fact remains that in order to stay 
afloat, insurance companies must invest in an intelligent and effective approach to 
CRM. 
The insurance industry is hyper-competitive with new players entering the market 
regularly. Add to that a selling process that is far from easy, and an IT infrastructure 
that needs to address the needs of hundreds, or even thousands of branch offices, and 
it is easy to see the myriad of internal and external challenges .Amid all of that, 
however, insurance firms are expected to succeed by forging better relationships. 
Leveraging CRM solutions, help insurance firms close the communication loop by 
providing your customer-centered employees with the tools necessary to meet 
policyholder needs by offering, delivering, and servicing the products, they demand 
(Insurance & Technology, 2006). 
Two primary policyholder factors are the foundation to long-term success for 
insurance companies; effective cross selling and lower attrition rates. The 
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underlying proponents that drive these actions are the continuous ability to develop 
the services and products that policyholders need and the means by which to 
effectively communicate how those solutions fulfill policyholder needs. By 
leveraging real-time analytic capabilities, insurance CRM can assist customer 
contact professionals in maximizing inbound calls with permission-based solutions 
that help them to recommend offers that policyholders are likely to find beneficial 
(Zahay, 2004). Combined with legacy systems integration, the keys to better 
performance are available with CRM solutions for insurance. 
Effective marketing functions at a level that appeals to the masses, but satisfies the 
needs of individuals are necessary for effective relationship building. This is 
especially true for the insurance industry. Marketing solutions from insurance CRM 
allow CSRs to make real-time decisions that deliver optimal opportunities for every 
customer, every time. Further, CRM solutions for insurance allow insurance firms to 
realize a tighter synergy between inbound and outbound communication channels to 
maximize the impact of marketing campaigns. Insurance CRM automation tools 
facilitate more productive conversations by automatically presenting relevant 
customer information at the right times. This level of sales support leads to higher 
levels and sales productivity while simultaneously shortening sales cycles for a 
higher level of profitability and customer satisfaction (Berson, 2001). 
Customer calls can be unpredictable, ranging from upset policyholders looking for 
resolution to a problem, or potential customers who are looking for insurance firms 
to provide a solution that their current insurance provider does not. If you can 
provide the right service and the right solution, your contact center becomes a profit 
center that satisfies policyholders while driving growth (Abbott et ai, 2001). 
Improving Customer Information through (CRM) can result in surprising hidden 
benefits, but insurance firms need to target operational focus to leverage the 
opportunity. To date insurance firms have approached CRM with the single goal of 
improving customer knowledge to drive sales strategies. Understanding your 
customer has meant, in essence, easy access to consistent information about sales 
history. As a result, too many insurance companies have been sold CRM as an 
extension to the 'contact management' concept, and have therefore focused on 
delivering customer information to sales-people. This information of course has 
value (Peter, 2001). 
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Tracking customer buying patterns is a key tool in proactively managing the 
customer relationship and spotting early any potential problems with that 
relationship that may result in customer loss. Additionally, sales people can leverage 
this information to facilitate the cross selling and up-selling that is key to increasing 
the customer value, a vital factor in managing insurance business success (Boyle, 
2004). However, this exclusive focus on sales not only constrains the scope of the 
project, it also significantly undermines the potential benefits and overall value that 
can be gained. 
This is particularly relevant in the current challenging insurance environment where 
making the business run as efficiently as possible can be as much an operational 
focus as retaining and increasing sales. By pulling information from finance, sales, 
marketing, even support into a central, customer focused database, an insurance firm 
can attain significant insight into business performance and attain attendant benefits 
including enhanced financial control, improved forecasting and in depth business 
understanding (Chib & Greenberg, 2005). It is clear that CRM offers so much more 
than the contact management systems of the past, but it is applicable only for those 
insurance organizations that can successfully embrace an open culture underpinned 
by access to the key business systems. The increased automation of company 
records initiated widespread changes in the first customer relationship management 
systems. 
The most significant developments in insurance CRM include the centralization of 
information. While the original idea of disseminating information to individual users 
remained important, organizations quickly realized the value of compiling and 
analyzing aggregate data. In turn, this helped management orchestrate sales and 
marketing strategies. There is a growth of hosted solutions. As confidence in Web 
security grew, hosted solutions acquired a larger segment of the CRM market. 
Hosted solutions offered a more cost-effective way to manage information. Not only 
did they cut upfront costs, but they also reduced the cost of ongoing maintenance. 
Hosting also can facilitate interaction between multiple locations. The Systems have 
become modular. More and more systems were designed modularly, allowing 
customers to build a system around their own needs. There is a trend of Moving 
down-market. As CRM systems became more affordable, they became accessible to 
a larger portion of the market. Small and mid-sized companies began to use CRM 
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solutions to streamline both the storage and sharing of their sales-related information 
(Kamakura etal., 2006). 
Insurance companies who get the best results from CRM are those with an integrated 
system. Maintaining different systems has many costs and performance issues. They 
cost more to use and support. They inhibit the flow of information, for example to 
engineering of possible product problems and to marketing of product 
enhancements. They also slow the flow of information to sales about customer 
issues and problems, and may reduce sales opportunities with the customer (Rust et 
al, 2005). Integrated CRM systems provide the backbone that allows a company to 
get the most from each customer interaction. 
2.18 Benefits of Integrated CRM in insurance 
When CRM is introduced and components are integrated, insurance companies find 
benefits throughout the organization. In general, these benefits include improved 
timeliness of processes, increase productivity, improved communication, improved 
customer satisfaction, reduced customer turnover, increased product sales and 
improved margins. The sales team is more effective. When they are in contact with 
the customer or sales prospect, they have all the information needed right at hand. 
This improves the effectiveness of the sales rep's communication with the customer 
and can improve closing ratios and gross margins. Management has better 
information about key customer processes. These include lead flow, the opportunit}' 
pipeline, sales forecasts, issues from key customers, visibility into the customer 
support process (Smith, 2005). Customer problems are resolved faster, with less 
time spent per incident. Customer defects are identified and resolved faster. The cost 
of collecting and distributing customer data is greatly reduced. For all people within 
the company dealing with customers, time is better used and productivity improves. 
The common system creates the basis for a common language and terminology to 
use for customer issues and needs, which improves communication within the 
company and makes it more effective. Knowledge Management information is more 
useful, current with the latest solutions (Reichheld, 2005). Comprehensive reporting 
and analysis of customer related issues is now possible. 
47 
Integrated CRM systems mean that your company will have fewer systems to deploy 
and support. This will decrease the company's overall IT systems cost. The results 
of these improvements are direct and immediate. They consist of improved customer 
support, increased customer retention, and improved productivity for development 
and Customer Support agents. These results also include improved customer 
satisfaction and retention, and improved productivity of everyone who works with 
the customer (Bass & Alison, 2003). Further benefits flow from a common reporting 
and analysis tool that provides management with improved visibility of these critical 
customer processes and issues. One additional set of benefits comes from the use of 
common systems. This reduces training time, system administration, and improves 
communication for all involved by implementing common terminology and 
language across these functions. The costs of not integrating these systems are great. 
Perhaps one of the largest costs is the reduced productivity of the company's most 
expensive resource, its employees. Another cost may be lost opportunities, the result 
of unhappy customers (Bligh et ai, 2004). 
Insurance companies have excellent reasons to adopt comprehensive CRM strategy. 
The financial needs of customers change throughout their lifetime, providing 
incentives for insurance institutions to cultivate lifelong customer relationships. A 
customer's loyalty increases as the length and quality of the relationship increases. 
Research by Swiss Re consulting shows that companies can increase profitability by 
100 percent if they can just retain 5 percent more of their profitable customers per 
year. As the insurance industry moves from a transaction-centric to a relationship-
centric business approach, effectively leveraging customer relationships becomes 
even more critical (Trembly, 2004). Today, customers are expecting even more 
individual attention, responsiveness, and customization. They yet are unwilling to 
pay a premium for these services. They are willing, however, to build long-term 
relationships based on trust and mutual respect with firms that provide a 
differentiated and more personalized service offering. There is no doubt that 
successful interaction with the customer is the critical business process that will 
ensure customer acquisition and retention (Kumar et al, 2004). For a CRM system 
to be effective, it must integrate analysis from all customer touch points, balance 
customer value, and drive business process refinement across the enterprise. If used 
effectively and innovatively, this approach will enable an insurance organization to 
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develop a strategy to deliver to the customer the most appropriate products and 
services (Bowman el ai, 2005). 
Insurance companies using its greatest asset, knowledge of the customer, can turn 
the customer relationship into a key competitive advantage by retaining those 
customers who represent the highest lifetime value and profitability. The shift of 
focus to all aspects of customer interaction has brought demand for systems that 
range from marketing and lead generation, to sales process automation, customer 
information systems, and customer service management. The full integration of 
these systems, their associated business processes, and the methods for which 
information is extracted and used forms the basis for customer relationship 
management or CRM (Heskett et ai, 2005). A CRM system links together the 
disparate customer data residing in transaction systems into a single, logical 
customer repository or several repositories that feed into one system. The goal of 
CRM is to manage all aspects of customer interactions in ways that enable 
companies to maximize the profitability of every customer relationship. 
The first customer-focused applications were single "point solutions" for specific 
departments, such as Support or Help Desk. Contact management and sales force 
automation (SFA) are examples of point solutions that capture data on certain 
customers. In the past, call centers were designed to improve the process of handling 
inbound calls. In the future, they are evolving to encompass more than just cost 
reduction and improved efficiency. But to be successful today, a company needs 
more than the ability to handle customer service calls. It needs a comprehensive 
CRM strategy, an integrated solution that involves every department in the 
company. This includes not only call centers but also sales, marketing, and support 
working as a team and sharing information to provide a single view of the customer 
to anyone in the company with appropriate security permission. CRM can streamline 
this process, by enabling agents to access an insurance customer's information over 
the web via a browser (Bligh et al, 2004). Employees and customers using CRM 
systems want assurance that every conversation will be referenced against all 
previous contacts and channels, whether through phone or fax or a web-based 
interaction. The key to successful interaction is to understand the overall relationship 
the organization has with the customer. This can be accomplished with the aid of 
software that is easy to use and that accurately tracks all aspects of the relationship 
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so that the customer receives a consistent experience no matter which interaction 
method he or she chooses (Kerin et al., 2005). 
A customer should be able to initiate contact with the organization through one 
channel, such as the internet, and then complete the interaction through another, like 
the call center, with seamless transfer of information between the different 
underlying technologies. Insurance companies are constantly challenged with 
effectively managing and resolving claims. This includes not only managing the 
interactions between the many parties involved in settling the claim but also defining 
the process behind prioritizing and assigning the claim for completion (Mittal et al., 
2005). All too often customers are asked to repeat the same information repeatedly 
to several different members of the insurance company who are involved in 
resolving the claim. This extends the life of the open claim and helps to foster the 
familiar perception of insurance companies that they are eager to collect premium 
payments from customers but are not as eager to assist customers when it comes to 
paying out a claim. It is also important to understand the relationships that customers 
have with their intermediaries, other customers, and potential customers (Lavelle et 
al., 2004). 
A CRM system would help hold information about customers and their contact 
people in meaningful ways. The challenge for any CRM solution is to help identify 
the point at which customer value balances shareholder value. Having an integrated 
view of customer profitability, acquisition costs, management costs, and lifetime 
value can provide such an answer. The aim is to define an appropriate positioning 
strategy and to build competitive advantage by targeting appropriate customers with 
appropriate products at the points in their economic cycles when they would be most 
receptive. 
Operational or traditional CRM, followed by collaborative CRM, grew out of the 
desire to gain a more complete picture of the customer. Operational CRM focuses on 
combining service, marketing, and sales automation. An operational CRM system 
gathers data from customer interactions such as service calls, sales transactions, and 
website activity. Collaborative CRM joins the multi-channel contact centers and 
touch points that drive ecommerce in the internet age (Zeitz et al., 2006). The next 
evolution of CRM, where the demand is growing today, combines operational and 
collaborative CRM with more versatile analytics software to get a true 360-degree 
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view of the customer. Business intelligence applications, or "analytics," turn 
operational data into strategic information that is used by decision makers to 
analyze, plan, communicate, and measure business performance as it relates to the 
customer. CRM analytics can easily link data from any Enterprise Management or 
CRM system to analyze customers' buying habits and navigate buyers through 
ecommerce transactions. Analytical CRM applications can correlate and report on 
information like the customer's past, present, and future revenue total (drawn from 
one database) with customer satisfaction levels (drawn from another database) 
(Boulding et al, 2005). Insurance companies can evaluate the customer data for 
patterns that can help create marketing campaigns and build targeted sales pitches. 
In this way, insurance companies can gain key insight into the information they need 
to acquire new customers, effectively support existing customers, and build long-
lasting, profitable customer relationships. 
The choice between operational and analytical CRM as a starting point depends 
upon the insurer's needs. Insurance companies with multiple financial products and 
a big customer base, such as integrated insurance solution providers, will leverage 
their customer base to cross and up-se!l different financial products, including 
insurance. Such providers will benefit from adopting analytical CRM. Market 
segmentation, campaign management and data mining applications will benefit 
insurance firms in many ways (Abbott et al, 2001). 
Table 2.2: CRM Modules & Areas of Application 
CRM module 
Collaborative CRM 
Operational CRM 
Analytical CRM 
Areas where it can be applied 
Applying collaborative interfaces (such as e-mail, conferencing, 
chat, real-time) to facilitate interaction between customers and 
organizations, as well as between organizational entities dealing 
with customer information (customers to sales representatives, 
sales to marketing, agent to provider) 
Automating horizontal integrated business processes involving 
front-office customer touch points-sales, marketing, and customer 
service-via multiple, interconnected delivery channels and 
integration between front-office and back-office 
Analyzing data created on the operational side of the CRM 
equation for the purpose of business performance management. 
Analytical CRM is tied to data warehouse architecture; it is most 
often evident in analytical applications that leverage data marts. 
Source: META Group, 2007 
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Call centre text mining is another CRM tool, which can be of greater benefit to 
insurance sector. It can help improve the customer experience by resolving 
complaints rapidly. Insurers are using these tools to mine text from call centre 
transcripts to identify issues faced by customers. Text mining tools also help detect 
and capture other useful pieces of information around a customer's life stage, 
financial needs and product interests. These can be used to generate leads and trigger 
cross-selling. However, to be fully effective, customer service representatives must 
be trained to probe for information that will help in cross selling during the text-
mining phase. Text mining tools are leading edge today, but are predicted to take off 
quickly (Boyle, 2004). Insurers can use event triggers to generate leads that can be 
acted upon quickly, usually within 24 hours. Event-triggering tools monitor 
incoming transaction and contact data in near-real-time to recognize changes in a 
customer's behavior or profile to trigger actions or alerts (Peter, 2001). 
Often the ability of an insurer to generate leads by means of event triggering, re-
engineered touch points and cross line-of-business referral can outstrip their ability 
to manage said leads. In such a situation, though the number of leads generated rises, 
the conversion rate does not. It may even drop. CRM can help provide sales 
representatives with a mechanism to prioritize and manage leads (Alex Berson, 
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2001).Pure insurance providers who do not have a large customer base will derive 
the maximum value from operational improvements, especially in integrating 
customer information from multiple channels and sales force automation. (Zahay, 
2004). 
Information about the customer, such as profitability scores from individual 
customer records, can be displayed to anyone with appropriate access to the 
customer's profile. This allows insurance firms to create different service levels 
based upon a customer's overall value to the organization. Because a company's 
relationship with its customer is valued over a lifetime, insurance organizations can 
use CRM analytics to migrate unprofitable customers to more profitable products or 
to less costly channels. 
CRM analytics is an essential part of insurance company's e-Business strategy. 
Insurance firms gain advantage through embracing analytical support for the 
business enterprise using systems that can quickly organize and retrieve information 
stored in their customer knowledge base. Insurance company's investment in a CRM 
system that tracks customer interactions with the business and facilitates workflow 
management will lead to service excellence, paying dividends in higher customer 
retention levels. The accumulation of data into repositories is the first step (Bowman 
et al., 2004). The next step is using CRM analytics, to transform that data into 
knowledge and insight that is essential for turning information into profitable 
actions. 
CRM without compromise is about transforming a business to become truly 
customer driven. It is about building a synergistic ecosystem with employees, 
customers, and partners that consistently creates and delivers customer value. An 
ecosystem where customer demand drives the supply, customer insight inspires 
innovation, and customers are empowered to control their destiny. Insurance 
organizations that can build such an ecosystem that is also flexible enough to 
quickly respond to changing customer needs and business challenges will have a 
sustainable competitive advantage and enjoy profitable growth. 
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2.19 CRM Implementation Issues in Public & Private Sector Insurance 
Fundamental differences exist between CRM systems derived from private sector 
architectures, and systems designed specifically for the public sector. Commercial 
CRM uses a consumer-centric approach, focusing on acquiring and retaining 
customers through data capture to enhance customer retention and with the goal of a 
360-degree view of the consumer (Bauer et al., 2006). Private sector business needs 
drive commercial CRM product development to guarantee that features meet 
marketing, sales, and long-term customer loyalty requirements. Commercial CRM 
uses a private sector, consumer-centric data model. In contrast, public sector CRM 
requires a location-aware approach. A successful public sector CRM system requires 
a data model that supports the "Way" and "How" public sector responds to 
customers (Fox, 2007). 
As far as insurance CRM is considered, the use of CRM in the public and private 
sector is similar in two ways. Both use the same underlying technology and 
principles, and both use CRM to help improve customer care. The big difference 
between both sectors can often lie in the way in which each regards the customer. In 
the private sector, the level of service given to each customer is sometimes seen to 
be based upon his or her current or perceived future value to the organization. This 
often means that CRM is used by some organizations to ensure that high value 
customers get a high level of service, while as many transactions as possible, are 
automated, when it comes to low value customers. In the private sector, CRM is 
used to manage a large number of customers, using a small number of processes, to 
maximize a small number of products and services (Accenture, 2005). 
There also exists the reality that technology is needed to improve the customer 
orientation in the public sector as far as CRM in insurance sector is considered. 
Changing office hours, the redesign of the waiting areas or the opening of one-stop 
service centers are just some examples that have had an impact on customer 
satisfaction/customer orientation (Bogumil 1997). Recent empirical studies suggest 
that CRM technology only has a moderate to weak impact on the overall success of 
companies" relationship building efforts (Reinartz, 2003).Electronic Public sector 
and CRM make a difference and open totally different opportunities for the 
insurance sector. However, the reported success rate of CRM solutions in the private 
sector varies between 30 to 70 percent (Verhoef & Langerak, 2002). The 
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organizational challenges inherent in any CRM initiative and tfve diversity of people 
involved pose another threat for both the sectors. Many projects fail beCaiise-eftHe 
lack of coordination between strategy and processes. Public Administrations have^ fo 
understand all processes in detail, which might not be possible due to human 
resource constraints. Another very important issue for the public sector is costs due 
to budget constraints especially at the local level. It can take up to 24 months until a 
full CRM system is implemented, a rather long time in the political sphere, and costs 
usually run from 60 to 130 Mio. USD (Rigby & Schefter, 2002). Therefore, in the 
insurance CRM arena, sunk costs are another important factor that has to be 
considered before a CRM approach is chosen. Switching between systems is not 
possible. Table 1 illustrates some major differences between CRM in the private and 
the public sector and the constraints on the use of CRM. 
Table 2.3 Major Differences in CRIW Scenario between the Private and Public Sector 
PRIVATE SECTOR 
Competition 
Market Orientation 
Million Relationships 
Homogeneous product range/Controllable in 
quantity 
Personalization 
Segmentation(Pareto rule 20-80) 
Budget/ sunk cost 
Legacy Systems(IT) 
Organization Structure 
Laws 
Profit Orientation/ Maximizing shareholder value 
PUBLIC SECTOR 
Monopoly 
Jurisdiction 
Million/Billion Relationships 
Heterogeneous products/services/uncontrollable 
due to political decision 
"One size fits all" approach 
Segmentation possible/no termination of 
unprofitable customers 
Budget/ sunk cost 
Legacy Systems(IT) 
Poor Service image 
Organization Structure 
Human Resources(lack of knowledge; salaries 
not competing with private sector) 
Laws 
Accountability/ Federalism 
Political influence(Planning Cycle) 
Democratic understanding/ Philosophy 
Source: Alexander Schillong (2004). CRM in Public Sector, Harvard Business Manager, 
Cambridge. 
With customers demanding more service and accessibility from administrators, 
public sector CRM software technologies such as one-stop databases, call centers, 
multi-channel communication channels, and citizen self-service are the best solution 
for achieving process and cost objectives (Ryan, 2000). With results which go far 
beyond improved service delivery and include sustained cost reductions, increased 
customer knowledge and better employee morale, CRM software implementation 
and post product environments offer great upside value. Although there are material 
differences in public and private sector use of CRM strategy, they share at least one 
glaring similarity - they both have much to gain from proven CRM software 
technology (Souder, 2001). 
There is the underlying fact in the CRM insurance sector that the CRM systems rely 
heavily on databases and establishing connections to legacy systems. To be efficient, 
information systems should be able to talk horizontally and vertically on all levels. 
How far and where this is optimal is yet to be determined. The chances of creating 
more, rather than cutting red tape in the public sector are high if we consider a paper 
by Peled (2000). There include questions on the control of the data access and how 
to protect it and again on the effect of the role of the customer within the state. 
In the public sector, each customer is valued equally. The sector's goal is to provide 
each customer with a service tailored to his or her needs. CRM can ensure that 
dealing with a customer is simple, that the customer's needs are understood and 
deliver the correct services to address them (Bleyer, 2003). Most or all relevant 
public sector information on a customer and their contacts with company will be 
accessible by one agent, be they serving the customer in person or 
remotely. Thereby, the agent has a holistic view of the public sectors' relationship 
with the customer and is better suited to resolve issues and meet expectations (Laing 
& Angus 2003). 
Customer Relationship Management has been well discussed as a holistic concept 
for the private sector insurance to start, maintain and optimize relationships to make 
customers more loyal /profitable, in sum to improve the relationship with the 
consumers. Many companies in both public and private sector have invested into the 
customer driven CRM concept but research indicates varying outcomes. Recent 
publications, mainly driven by the private sector rather than academia, show a rising 
interest about the application of CRM in the public sector domain. Since CRM is a 
concept enabled by technology this topics is closely connected to the Digital Public 
sector research agenda. Long-term changes to the structure and organization of the 
public administration we know as of today, as well as the customer public sector 
relationship are imminent and need further attention. This paper, review the latest 
findings in CRM research from the private and public insurance sector. The goal is 
to identify a framework for CRM Comparison parameters for public and private 
sector insurance Firms. 
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CHAPTER 3: RESEARCH METHODOLOGY 
Chapter Overview 
This chapter starts with identification of problem in the CRM practices of Public & 
Private Indian Insurance sector followed by the methodology of research which 
begins by stating the objectives of the study, research design and instrument 
administered, sampling procedure, the profile of the respondents the stating of the 
hypotheses, method of analysis and limitations of the study. 
3.1 Introduction 
Research methodology refers to the research process, the procedural framework 
within which the research is conducted. This methodology as defined by Leedey and 
cited by Remenyi et al, (1998) is 'an operational framework within which the facts 
are placed so that their meaning may be seen more clearly'. 
Some methods provide data, which are quantitative and some that are qualitative. 
This study is mainly based on quantitative research methods. Quantitative methods 
are those, which focus on numbers and frequencies rather than on meaning and 
experience. Quantitative methods (e.g. experiments, questionnaires and 
psychometric tests) provide information, which is easy to analyze statistically and 
fairly reliable. Quantitative methods are associated with the scientific and 
experimental approach and are criticized for not providing an in depth description. 
Qualitative methods are ways of collecting data, which are concerned with 
describing meaning, rather than with drawing statistical inferences. What qualitative 
methods (e.g. case studies and interviews) lose on reliability, they gain in terms of 
validity. They provide a more in depth and rich description. 
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3.2. Need for Study 
3.2.1 The Problem in Implementation of CRM practices in public & private Indian 
Insurance Companies 
In recent years, many organizations have identified the need to become more 
customers facing with increased global competition and insurance sector is no 
exception. Therefore, Customer Relationship Management (CRM) has risen to the 
agenda of many organizational strategies. It is clear that there is still a need for 
further empirical studies of CRM however, only a few are available. The availability 
ranges from the study of (Abselon & Blaisdell, 2000) to that of IBM (Ciborra & 
Failla, 2000) and (Crook, 2002; Hewson, 2003; Van Delm, 2003 & Evan Schmith, 
2006). It is against this background that this study offers a comparative study of the 
implementation of CRM practices in public and private insurance firms. 
In the next section, the paper considers the concept of CRM and how CRM systems 
in insurance are reported upon in the literature. The data is used as a basis for an 
analysis of the reported thinking in the literature in an attempt to identify similarities 
and disparities between the CRM practices among public and private insurance 
firms. This leads into the conclusions of the study and recommendations for further 
research. 
Whilst definitions are widespread, they tend to offer a narrow insight into the goals 
or basic characteristics of CRM. According to Light (2001), CRM evolved from 
business processes such as relationship marketing and the increased emphasis on 
improved customer retention through the effective management of customer 
relationships. Sandoe et ai, (2001) argue that advances in database technologies 
such as data warehousing and data mining, are crucial to the functionality and 
effectiveness of CRM systems. CRM is a highly fragmented environment and has 
come to mean different things to different people (McKie, 2000). One view of CRM 
is the utilization of customer related information or knowledge to deliver relevant 
products or services to customers (Levine, 2000). Furthermore, Peppard (2000) 
suggests that technological advances in global networks, convergence and improved 
interactivity, are key to explaining the growth of E-Business and CRM. The 
increasing use of digital technologies by customers, particularly the Internet, is 
changing what is possible and what is expected in terms of customer management 
(Tamminga & O'Halloran, 2000). The appropriate use, for instance, of automation 
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technologies, such as interactive voice response systems and web-based frequently 
asked question pages, could be popular with customers and highly cost effective 
(Petrissans, 2000). 
In insurance, CRM can be employed to develop an ongoing dialogue with the 
customers, integrated across all contact points. CRM allows integrating customer-
interaction channels and providing consistency to their interactions with customers, 
generating better customer intelligence, customizing their offerings and 
communications to customers, managing customer interactions and relations more 
effectively and managing the customer portfolio by assessing the lifetime value of 
customers (demons, 2001). 
CRM normally involves business process change and the introduction of new 
information technology, consequently effective leadership is important (Galbreath & 
Rogers, 1999). Because leaders monitor the external environments of an 
organization they are often, the best placed to set the vision or strategic direction for 
CRM projects. As CRM reaches into many parts of the business It has been 
suggested that insurance companies should adopt a holistic approach (Girishankar, 
2000). For others, it goes further to constitute operational, analytical and 
collaborative elements (Trepper, 2000). Holistic approaches to CRM help 
organizations coordinate and effectively maintain the growth of disparate customer 
contact points or channels of communication. However, problems of channel 
conflict have been identified where by customer experiences differ depending on the 
sales channel (Peppard, 2000). 
Another implementation issue is that of sourcing. Many insurance organizations 
have few alternatives but to outsource a significant proportion of their CRM solution 
as they lack the resources to develop CRM software. According to (Mac Sweeney, 
2000), 60 per cent of in house CRM systems fail. Timing is also important as 
developing CRM software in house can be a lengthy process and there are rewards 
to those that can respond rapidly and appropriately (Howie, 2000). CRM is 
invaluable for identifying existing transactional customers and helping organizations 
to jettison them immediately. This has the double benefit of improving the prospects 
for one organization's profitability whilst potentially offloading burdens onto 
competitors. 
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CRM is a useful tool in terms of identifying the right customer groups and for 
helping to decide which customers to jettison (Newell, 2000). Jettisoning customers 
is necessary because of the high-maintenance, high cost involved in maintaining 
such relationships and the subsequent drain on an organization's profitability. There 
may be a tenfold differences between the most profitable customers and the 
average. The idea that you cannot have a profitable relationship with all customers 
and the practice of targeting customers with a differentiated product or service is 
already widespread. Transaction customers are highly volatile and have little loyalty, 
other than that related to obtaining the best price. Relationship customers have far 
more potential for loyalty as they are often prepared to pay a premium price for a 
range of reliable goods or services (Newell, 2000). 
There is a need to compare the similarities and differences in CRM practices among 
public and private insurance firms within insurance industry as both have been 
exposed to a pool of different dynamic conditions of business. Effective CRM 
implementation requires a front-line information system that shares relevant 
customer information across all interface units (Celly et ai, 2004). Rational 
databases, data warehousing and data mining tools are thus very valuable for CRM 
systems and solutions. The challenge is to develop an integrated CRM application 
platform that collects relevant data input at each customer interface and 
simultaneously provides knowledge output about the strategy and tactics suitable to 
win customer business and loyalty (Seybold & Patricia, 1998). 
Public and private insurance firms are facing increasing global competition resulting 
in the loss of some key customers. They have to be more proactive and proficient in 
their operating market and that its front office operations were in need of re-
engineering. The best solution would be to explore the case for adopting CRM. The 
other major issue for both the sectors is the lack of knowledge pertaining to the 
concept of CRM. In reality, there is a problem in the selection process and lack of 
initial communication in CRM practices (IDC & AMR Research, 2001). The 
consequences of failing to engage key sponsors resulted the initial stages of the 
CRM project being impeded. Problems occur at the operational and analytical level. 
The public and private sector companies fail to fully appreciate and recognize the 
significance of using CRM to effectively target customers. Targeting profitable 
customers via CRM was only identified as an issue after the selection and 
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implementation process. No consideration was given to ensuring this function could 
be facilitated and the chosen software failed to identify customer profit zones 
(Girishankar, 2000). 
CRM is needed to retain and offer the best possible services in public and private 
insurance sector in order to avoid them defecting to hungry competitors. CRM 
should be used to identify the best customer relationship practices and seriously 
consider the response required. Transactional customers contribute either nothing or 
have an adverse effect on profitability (Kabiraj & Sajal, 2001). The consensus 
therefore is that CRM is invaluable for identifying existing transactional customers 
and helping both the sectors of insurance to jettison them immediately. This has the 
double benefit of improving the prospects for one organization's profitability whilst 
potentially offloading burdens onto competitors. 
CRM tools are meant to supplement a company's strategy and excellent 
implementation & appropriate strategy are both needed for obtaining successful 
results. It is important to consider CRM process framework in totality for public as 
well as private insurance companies. The lack of a CRM strategy or programme 
would leave the front-line people without any knowledge of what they should be 
doing with additional customer information that they now have access to (Ernst & 
Young, 2001). 
Another dimension is the ability to deliver the strategy successfully. CRM strategies 
are only effective if they deliver positive outcomes. It is no longer good enough just 
to say that you are customer focused, but it matters, what you do. The consensus 
appears to be that the fundamental goal of CRM is to improve organizational 
profitability through efficient and effective customer relations (Berry, 1998). If the 
CRM strategy is struggling to influence profitability, after a reasonable period, then 
the organization is clearly failing. Thus, public and private insurance firms in this 
position should immediately consider changing direction and adopt alternative 
strategies. The position for those organizations that have failed may result in a series 
of circumstances that are hard to recover from (Chandrasekhar, 1999). 
The domain of CRM extends into many areas of marketing and strategic decisions. 
If the phenomenon of cooperation and collaboration with customers become the 
dominant paradigm of marketing practice and research, CRM has the potential to 
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emerge as a predominant perspective (Mitchell & Alan, 2000). Thus from insurance 
CRM implementation point of view, CRM should be misunderstood to simply mean 
a software solutions implementation project. The central research question for this 
study was: What are implications of the CRM practices implementation and use of 
CRM systems in public and private insurance firms. This research was conducted 
because of the relative lack of CRM empirical studies, particularly within the 
insurance sector making comparison between private and public sectors. This 
modest contribution has identified and analyzed some of the approaches and theories 
relating to CRM and CRM practices. The study confirms that CRM is a complex 
and holistic concept requiring appropriate business processes and integrated 
systems. 
In addition, the study demonstrates the relevance of the need for effective 
leadership, sourcing, targeting and evaluation within CRM practices in insurance 
firms. It is an interesting example of the affect of CRM and how it is forcing 
insurance companies to change. Despite a decade of developments in respect of 
business process change, systems integration and information sourcing, it is only 
now with the threat of CRM centric competition, targeting customers effectively, 
that are exposed by their indifference to change in such areas (Caruso, 2000). The 
impact of CRM is real and the failure to implement it effectively seems to be typical. 
This is a disturbing scenario because of the accumulation of factors that now need to 
be tackled, the lack of expertise to resolve them and the lack of time in which to 
respond appropriately. Thus, there is a great need for research within CRM practices 
in public and private insurance companies to identify the extent of such issues, the 
state of organizational effectiveness and for further or new insights. This particular 
research was designed to develop and expand upon the issues raised by conducting 
studies that are more empirical. 
The use of CRM in the public and private sectors is similar in two ways. Both use 
CRM to help improve customer care and ensure improved performance. The big 
difference between both sectors can often lie in the way in which each regards the 
customer. In the private sector, the level of service given to each customer is 
sometimes seen to be based upon his or her current or perceived future value to the 
organization (Drucker, 2000). This often means that CRM is used by some 
organizations to ensure that high value customers get a high level of service, while 
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as many transactions as possible, are automated, when it comes to low value 
customers. 
In the private sector, CRM is used to manage a large number of customers, using a 
small number of processes, to maximize a small number of products and services. In 
the public sector, each customer is valued equally. The sector's goal is to provide 
each customer with a service tailored to his or her needs. CRM can ensure that 
dealing with a customer is simple, that the customer's needs are understood and that 
they are given the correct services to address their needs. (Shainesh & Ramneesh, 
2000). 
In the public sector, CRM is used to serve a large number of citizens, using a small 
number of processes, to maximize a large number of products and services. 
Thus, the need of study can be summarized as: 
> Not much of the studies on CRM in public and private Insurance have been 
done. Few studies have been conducted in Indian context and that too focusing 
on the Insurance sector as a whole and not mainly on public and private sector 
CRM Initiatives. Thus, through this study, an attempt has been made to explore 
the dynamics of CRM in public and private insurance companies. 
> In the private sector, competitive pressure and the demand for shareholder 
returns lead to a focus on optimizing customer value often for short-term profits. 
In the public sector, the pressures are different, and usually much more complex, 
for several different reasons. There is a need to explore these differences for 
maximum return on CRM. 
> There is a need to understand the underlying CRM technology and principles, 
and use these principles to help improve customer care. This will help in 
determining the effective use of CRM in the public and private sector. 
> The big challenge between both sectors can often lie in the way in which each 
regards the customer. It is necessary to explore the differences to serve the 
customers more effectively. 
> In the public sector, each customer is valued equally. The sector's goal is to 
provide each customer with a service tailored to his or her needs. There is a need 
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to explore the CRM initiative preferences from the point of view of customer 
inputs for both the sectors to ensure successful CRM Implementation. 
> There is a need for public sector organizations to understand that CRM 
philosophy involves not just technology but also changes to the proposition, the 
way service is delivered, integration of access and delivery channels, improved 
data, different measurement systems and a new way of managing people. This 
study attempts to map these transitions. 
> Public sector organizations should also learn from private sector mistakes. The 
CRM journey should start with a senior management review of what CRM can 
and should do the desired state, what the current state is and what gaps need to 
be filled. The study attempts to provide an insight into the similarities and 
differences between them to concentrate on. 
3.3 Objectives 
This study aims to explore the similarities and differences in CRM practices of 
private and public sector insurance firms. 
3.3.1 Broad Objectives 
The study attempts to empirically explore the following broad objectives: 
To study the dimensions of CRM practices in the public and private sector insurance 
companies with reference to major CRM constructs. 
3.3.2 Specific Objectives 
The study attempts to empirically explore the following specific objectives: 
Category I: Developing a valid and reliable instrument for exploring variables of 
interest vis-a-vis CRM practices in the context of public and private sector 
insurance industry 
The CRM comparison variables are the factors which are responsible for proper 
CRM implementation initiatives in the insurance sector. These dimensions were 
identified with the help of literature survey and focus group discussions with 
customers of the banks and pilot survey among practitioners of the banks. 
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Category II: To identify the factors related to CRM initiatives and their 
importance 
It was thought necessary to identify factors related to CRM initiatives and their 
importance in relationship building in the insurance sector. Factor analysis was 
employed to identify key CRM initiative factors separately for public and private 
sectors. 
Category III: Explore the differences in CRM initiatives in the public and private 
sector insurance companies 
Exploring the differences in CRM practices among public and private sector was 
expected to provide vital inputs related to the CRM implementation issues in the 
public and private insurance sector. Independent samples T-test was employed for 
meeting the objectives. 
3.4 Hypotheses 
The rationale for hypotheses considered for the present study stems from the extant 
literature on the subject, outcome of previous studies, from reasoning and the 
objectives of the study. This study will address the following research hypothesis: 
Category I 
HI: The CRM initiatives construct scales developed for public and private sector 
insurance companies are valid and reliable. 
Category III 
H2: Significant differences do not exist in CRM goals of public and private 
sector insurance firms. 
H3: Significant differences do not exist in CRM principles of public and private 
sector insurance firms. 
H4: Significant differences do not exist in CRM technology considerations of 
public and private sector insurance firms. 
H5: Significant differences do not exist in CRM implementation effects of public 
and private sector insurance firms. 
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H6: Significant differences do not exist in customer satisfaction of public and 
private sector insurance firms. 
H7: Significant differences do not exist in customer communication of public and 
private sector insurance firms. 
H8: Significant differences do not exist in CRM benefits of public and private 
sector insurance firms. 
H9: Significant differences do not exist in before and after CRM Implementation 
of public and private sector insurance firms. 
HIO: Significant differences do not exist in value prepositions of public and 
private sector insurance firms. 
3.5 Research Design 
The study broadly follows a descriptive research design. It is descriptive as it 
provides description of comparison of contemporary CRM practices in the Indian 
insurance sector. 
3.6 Instrument Development 
The research instrument (Appendix IV & V) consisted of structured questionnaire 
and the respondents were required to indicate their responses with the help of the 
interviewer. The survey instrument, questionnaire contained items under broad head 
of 9 factors such as CRM Goals, CRM Principles, Technology Considerations, 
Technology Implementation effects. Customer Satisfaction, Customer 
Communication, CRM Benefits, Customer Base, Before and After CRM 
Implementation and Value Proposition. The instrument employed for the study 
consisted of questions on demographics and a 5-point Likert scale with 5 denoting 
strongly disagree and 1 denoting Never. The research instrument was developed in 
three stages: 
Stage 1: Identification of measures/constructs and development of draft 
questionnaire 
Stage 2: Pilot testing 
Stage 3: Modification of questionnaire 
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Survey questionnaires were used to investigate whether there is a difference in CRM 
constructs of private and public sector insurance firms. So this study was based on 
questionnaire investigation. A questionnaire is essentially a data capture instrument. 
It lists all the questions to which the researcher wants the respondents to answer, and 
it records the response of the interviewee. We recognize two main purposes of 
questionnaires: 
• To draw accurate information from the respondent. 
• The questionnaire is to provide a standard format on which facts, comments 
and attitudes can be recorded. 
The research instrument consisted of structured questionnaire and the respondents 
were required to indicate their responses with the help of the interviewer. 
Questionnaire survey has been widely. acknowledged as an efficient tool for 
assessing the perceptions of individuals / organizations on a particular subject. Pilot 
testing of the measurement instrument was necessary to validate the items and the 
whole scale. This is because some of the measurement items were developed or 
modified for the purpose of this research and because the questions in the instrument 
were newly compiled to form a new questionnaire (Vellis,I991). 
The pilot testing was conducted in a series of steps. Before the final survey 
instrument was set up, a preliminary questionnaire was developed and tested to 
validate the scale items to be used in the study. Pilot testing of the measurement 
instrument was necessary to validate the items and the whole scale. This is because 
some of the measurement items were developed or modified for the purposes of this 
research and because the questions in the instrument were newly compiled to form a 
new questionnaire. 
The pilot testing was conducted in a series of steps. Before the final survey 
instrument was set up, a preliminary questionnaire was developed and tested to 
validate the scale items to be used in the study. The development of the 
measurement scales for this research followed the procedures recommended by 
(Churchill, 1979) and (Vellis, 1991) for developing a standardized survey 
instrument. The initial task in developing the scale was to devise the item pool from 
previous studies. Then, the preliminary survey questionnaire was distributed to 
managers and experts from public and private insurance firms and CRM insurance 
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consultants from HCL, Wipro & Accenture to gain their feedback regarding the 
content, layout, wording and ease of understanding the measurement items. They 
were also asked to offer suggestions for improving the proposed scale and to edit the 
items to enhance clarity, readability, and content adequacy. The feedback was taken 
into account in revising the questionnaire. 
The questionnaire was designed finally with the help literature (prescriptive, 
conceptual, empirical and practitioner) based on pilot survey among practitioners 
which consisted of two executives middle and senior management) from each of the 
insurance firms and focus group discussions with Insurance CRM consultants. Three 
focus group discussions were held. Care was taken to see that all the three groups 
had equal representation from all the Public and Private insurance firms. The 
discussion points were noted down. The discussion was moderated by a moderator 
and later on interpreted. The result of the discussion was used in development of the 
questionnaire. The instrument has been refined several times based on the pilot 
findings and on the comments and suggestions of the experts. The insurance sector 
has been chosen because satisfaction with service plays a significant role in high 
involvement (high interaction between the customers and service providers) 
industries like insurance (Levesque & McDougall, 1996; Angur et al., 1999). The 
questionnaire was modified where necessary to suit the context of Indian insurance 
sector. 
Questionnaires are a useful research tool when a large samples or even a population 
need to be surveyed. This is because each person was asked to respond to the same 
set of questions, this provides an efficient way of collecting responses from a large 
sample. Other advantages of questionnaires are that they require less skill and 
sensitivity to administer than interviews and they reduce the possibility of 
interviewer bias. 
Open format questions are those that ask for unprompted opinions. In other words, 
there is no predetermined set of responses, and the participant is free to answer 
however, he chooses. Open format questions are good for soliciting subjective data 
or when the range of responses is not tightly defined. An obvious advantage is that 
the variety of responses should be wider and more truly reflect the opinions of the 
respondents. This increases the likelihood of receiving unexpected and insightful 
suggestions, for it is impossible to predict the full range of opinion. It is common for 
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a questionnaire to end with and open format question asicing the respondent for ideas 
for changes or improvements. This type of questionnaire provides quahtative data. 
Closed questions, are also known as fixed response. This type of questions force the 
respondent to choose one or more responses from a number of possible replies 
provided in the question. These types of questions provide quantitative data. There 
are two broad groups of closed questions they are dichotomous and multiple choice. 
Dichotomous questions allow only two possible answers, for example, yes/no, 
true/false etc. This is the simplest of all closed questions. Multiple-choice questions 
present a list of possible responses from which the respondent may choose. 
Multiple-choice questions must be designed carefully to incorporate all possible 
answers. By offering an "other, please specify" category, that can be collected, that 
was not originally conceived, or responses that do not fit neatly into the imposed 
structure. 
The type of questions that was used in this investigation was closed questions. All of 
the questions were closed ended questions as they offer many advantages in both 
time and money. By restricting the answer set, it is easy to calculate percentages and 
other hard statistical data over the whole group or over any subgroup of participants. 
Closed format questions also make it easier to track opinion over time by 
administering the same questionnaire to different but similar participant groups at 
regular intervals. Finally closed format questions allow the researcher to filter out 
useless or extreme answers that might occur in an open format question. 
The complete instrument consists of ten spread over thirty-one dimensions. The 
items with respect to various dimensions have been jumbled and arranged in random 
order. Each item employed a five point Semantic Differential scale, fully anchored 
by stongly disagee/strongly agrees at one end to not important/very important at the 
other. Additional data on demographics was also collected. The questionnaire was 
divided into ten sections. The questionnaire consisted of 9 Sections. Section 1 
(Demographics), Section 2 (CRM Goals), Sec 3 (CRM Principles), Sec 4 
(Technology considerations and Implementation), Sec5 (Customer Satisfaction), 
Sec 6 (Customer Communication) Sec 7 (Customer Base), Sec 8 (Value 
Prepositions), Sec 9 (CRM Benefits). 
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3.7 Scale Refinement and Validation 
There is a necessity to develop valid and reliable measures as this would enable 
proper framework for establishing dimensions under study. Unless reliability and 
validity are established, it is hard to standardize the measurement scales, without 
which it is difficult to know whether the scales actually measure what they are, 
suppose to measure. In present research data was collected through a field survey 
and then the collected data was factor analyzed in order to unearth the latent factors 
based on factor loadings. Then the instrument was subjected to tests of reliability 
and validity, thereby ensuring standardization. The technique used in this research is 
Exploratory Factor Analysis. To develop valid and reliable scale separate scales 
were formed for public and private sector. 
3.8 Reliability and Validity of the Instrument 
Reliability refers to the consistency of measurement results and the extent to which 
they are accurate, error free, and stable. Reliable measurement results are 
reproducible and generalizable to other measurement occasions. Reliability evidence 
most often is reported as a correlation coefficient. In classical test theory reliabilit> 
is defined mathematically as the ratio of the variation of the true score and the 
variation of the observed score. Unfortunately, there is no way to directly observe or 
calculate the true score, so a variety of methods is used to estimate the reliability of a 
test. (Goodwin, 1997). 
Researchers make inferences from measurement results about how much of the 
variable being measured is present. Validity refers to the extent to which these 
inferences are sound. A researcher's interpretation of a score is valid if it yields 
accurate conclusions about the variable. Validity, therefore, is not a characteristic of 
the research instrument itself, the term refers to the ways a researcher interprets and 
uses measurement results. Researchers make inferences from measurement results 
about how much of the variable being measured is present. Validity refers to the 
extent to which these inferences are sound. A researcher's interpretation of a score is 
valid if it yields accurate conclusions about the variable. Validity, therefore, is not a 
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characteristic of the research instrument itself, the term refers to the ways a 
researcher interprets and uses measurement results. 
In order to assess rehability, the Cronbach alpha was determined for each construct 
(factor) identified through factor analysis. If the Cronbach alpha is greater than 0.7, 
the construct is deemed reliable. (Teo et al, 1999). 
Table 3.1: Reliability Statistics: CRM Constructs 
Factor 
CRM Goals 
CRM Principles 
Technology Considerations 
Technology implementation effects 
Customer Satisfaction 
Customer Communication 
CRM Benefits 
Before and after CRM Benefits 
Value Propositions 
No. of items 
25 
7 
18 
18 
31 
5 
10 
4 
14 
Cronbach alpha 
.870 
.826 
.863 
.869 
.843 
.868 
.813 
.890 
.926 
Measures of variables should have validity and reliability (Cronbach, 1971; Nunally, 
1978) in order to draw valid inferences from the research. Reliability deals with how 
consistently similar measures produce similar results (Rosental & Rosnow, 1984), 
and it has the two dimensions of repeatability and internal consistency (Zigmund, 
1995). Internal consistency refers to the ability of a scale item to correlate with other 
items in the scale that are intended to measure the same construct. Items measuring 
the same construct are expected to be positively correlated with each other. A 
common measure of the internal consistency of a measurement instrument is 
Cronbach's alpha. In this research, the content validity of the measurement 
instrument was assessed by asking experts to examine it and provide feedback for 
revision 
3.9 Sampling Procedure 
The research data was collected with the help of structured questionnaire developed 
for the study. The elements of interest for this study were senior level managers and 
consultants who were looking after the CRM implementation in insurance 
organizations belonging to both public and private sector. Their designations could 
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be varied ranging from Director/Head Customer Management, Head/Director CRM 
Strategy, CRM Programme Director, Customer Relationship Manager, Director 
Customer Management, Marketing Director, Direct Marketing Manager, to 
Marketing Analysis Head. In order to have a representative sample and reduce bias 
in the responses, a list was generated of individuals looking after the CRM 
implementation in insurance organizations as well as the CRM experts by drawing 
upon the resource list maintained by FICCI (Federation of Indian Chamber of 
Commerce), MMA (Madras Management Association) and CIl (Confederation of 
Indian Industries), HCL, Wipro and Accenture. This list comprised 1500 individuals 
who were associated with CRM implementation in public and private insurance 
companies. Of these roughly 500 were associated with private organizations and the 
remaining 1000 with public. These individuals were spread over various cities in the 
country. To reduce any element of bias census approach was adopted and 
questionnaires were administered on all 1500 individuals who comprised the sample 
frame through a blend of mail, e-mail, and personal administration. 
The questionnaire was administered in three waves: 
First Wave: Questionnaires were sent through surface mail to all 1500 individuals. 
A total of 150 responses were received. Of these 120 were from public and 30 
from individuals who were associated with CRM initiatives in the private 
sector. 
Second Wave: After a gap of about a month of sending the first set of 
questionnaires through surface mail, reminders were sent through a mix of e-
mails as well as surface mail requesting the respondents to provide their 
feedback. This resulted in 200 responses (140 from public and 60 associated 
with private organizations). 
Third Wave: During this stage, reminder mails accompanied with questionnaires 
were again sent to those from who responses had not been received. After 
dispatching the questionnaires, emails were sent and attempt was also made to 
contact them over telephone. This resulted in 152 responses from individuals 
associated with public CRM insurance initiatives and 58 from those 
connected with the private sector initiatives. Thus the final response rate was 
roughly 37%. The high response rate can be attributed to the wave 
72 
administration methodology adopted by the researcher and perhaps interest in 
the respondents to share their views on the subject. 
3.10 Data Analysis 
Factor analysis is a multivariate statistical procedure primarily used for data 
reduction and summarization- large number of correlated variables is reduced to set 
of independent underlying factors. This technique is used because it analyzes the 
structure of interrelationships among large number of variables by defining a set of 
common underlying dimensions, known as factors or dimensions. This leads to 
summarization and data reduction. Factor analysis is an interdependent technique in 
which all variables are simultaneously considered, each related to all others and still 
employing the concept of the variate, the linear composite of variables. The original 
variables are dependant variables that are function of some underlying and latent set 
of dimensions that are themselves made up of all other variables (Gorusch, 1983). 
Factor analysis helps in understanding the complex relationships, which is otherwise 
not possible with bi variate and univariate methods. The other benefit of this 
technique is that researcher gets insight into empirical estimation of relationships 
with conceptual foundation and interpretation of results. An important tool in 
interpreting factors is factor rotation. Rotation means that the factors are turned 
about the origin until some other position has been reached. This redistributes the 
variance from earlier factors to later ones to achieve a simpler, theoretically more 
meaningful factor pattern. 
In this research, we have used varimax rotation with which maximum possible 
simplification is reached. With varimax rotational approach there tend to be some 
high loadings close to -1 or + 1) and some loadings near 0 in each column of the 
matrix. The logic is that interpretation is easiest when the variable and the factor 
correlation are close to -1 or +1, thus indicating a clear positive or negative 
association between the variable and the factor close to 0, indicating a clear lack of 
association. Thus, varimax rotation gives clear separation of factors. 
Factors with eigenvalues greater than 1.0 and rotated factor loadings of 0.40 or 
greater were retained. Despite the fact that, with a sample size greater than 350, a 
factor loading of 0.30 can be considered significant in this research, Hair et al. 
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(1998) suggest that factor loadings of 0.50 or greater are practically significant. 
After extracting the Eigen values, rotation of principal components is done through 
varimax rotation. After the number of extracted factors is decided upon, the next 
task is to interpret the name of the factors as shown below. This is done by the 
process of identifying which factors are associated with which of the original 
variables. 
After conducting above Exploratory Factor Analysis (EFA), consistency is estimated 
using a reliability coefficient called Cronbach's alpha. The Cronbach's alpha values 
for all the cases well exceeded the obligatory requirement, thereby testifying that all 
the scales are internally consistent and have accepted reliability values in their 
original form. In addition, a series of independent samples t-test were conducted to 
address the entire research hypotheses. An exploratory factor analysis (EFA) with 
principal components was conducted to determine the dimensions of CRM practices 
in the Indian Insurance sector. This analysis includes preliminary tests to determine 
the appropriateness of factor analysis: the anti-image correlation matrix, Bartlett's 
test of sphericity, and the Kaiser-Meyer-Olkin measure of sampling adequacy 
(MSA). In factor analysis, some degree of multicollinearity is desirable, because the 
objective is to identify interrelated sets of variables. The correlations among 
variables can be analyzed by computing the partial correlations among variables. If 
"true" factors exist in the data, the values of partial correlation should be small. The 
anti-image correlation matrix contains the negative values of the partial correlations 
among variables; smaller anti-image correlations are indicative of a data matrix 
suited to factor analysis. 
Bartlett's test of sphericity is a statistical test for the presence of correlations among 
variables. It provides the statistical probability that the correlation matrix has 
significant correlations among at least some of variables. Thus, a significant 
Bartlett's test of sphericity is required (Hair et al.). The Kaiser-Meyer-Olkin MSA 
index, which can range from 0 to 1, indicates the degree to which each variable in a 
set is predicted without error by the other variables. If the MSA index reaches 1, 
each variable is perfectly predicted by the other variables without error. According 
to Hair et al. (1998), a value of 0.50 or more from the Kaiser-Meyer-Olkin MSA test 
indicates that the data are adequate for Exploratory Factor Analysis. The Kaiser-
Meyer-Olkin measure of sampling adequacy test and Bartlett's test of sphericity 
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(p<.001) indicated that the data on satisfaction of the customer with banks services 
were appropriate for factor analysis. Given these results, the exploratory factor 
analysis (EFA) was conducted. 
Exhibit 3.1 Diagrammatic Representation of Factor Analysis 
Research Problem 
Exploratory Factor Analysis 
Extract Factors with Component Analysis 
T 
Determine the Factors Using Varimax Rotation 
t 
Interpret the Rotated Factor Matrix 
Computation of Factor Scores 
3.11 Limitations 
Though a number of precautions have been taken to increase the reliability of the 
present study, yet the researcher feels that there are certain limitations which may be 
given due consideration: 
> Limitations of time and willingness of the respondents dictated the sample 
could not be larger than the present one. Although this fact limits the 
generalization of results, we believe that it represents a necessary and 
economical first step in identifying useful concepts and relationships that can 
later be tested in larger, more representative samples in the Indian context. 
> The findings cannot be generalized to the Insurance sector owing to some 
macro and micro factors, which can affect profitability of the insurance 
companies. 
> It is possible that the negative effects of technology change over time as 
employees and customers become more accustomed to the systems. It might 
be that in the end, a more positive relationship between the two variables 
could be expected. Therefore, a future longitudinal study might also provide 
worthwhile insights. 
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> Our study merely considers the moderating effects of the customer 
orientation of integration. It is plausible that customer orientation of 
integration has a direct effect on cost savings and market-related 
performance. Some dimensions of relationship marketing could be out of the 
preview of study. 
> As new CRM processes evolve over time, it could be argued that our sets of 
processes at each stage will need to be "enriched" or updated, as new 
activities become common practice. 
> It should be noted that we are studying a dynamic phenomenon from a cross-
sectional perspective. Because capturing this process over time is often 
difficult, we took a "snapshot" of the situation at a single point in time. 
> We examine CRM processes at the end user and consultant facing level only. 
It would be interesting to determine how our findings compare with 
observations from the company wide or functional levels. The critical issues 
are different at these other levels. For a complete picture of CRM, all the 
other levels i.e. vendor and agents must be examined. 
> There is possibility of respondent bias. He could have given answers, which 
were desirable to him. 
> Some dimensions of CRM could be out of the preview of study. 
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CHAPTER 4: ANALYSIS AND RESULTS 
4.1 
4.2 
4.3 
4.4 
4.6 
4.6 
4.7 
4.8 
4.9 
4.10 
Scheme of Analysis 
Focus Group Sessions 
Focus Group Findings 
Analysis of Questionnaire 
Demographic Profile of the Sample 
Factor Analysis 
Analysis of Factors 
interpretation of Factors 
Developing Refined Scale 
Hypotheses Testing using Independent Samples T-test 
CHAPTER 4: ANALYSIS AND RESULTS 
Chapter Overview 
This Chapter deals with the analysis of primary data, which was, collected for the 
study of the comparison of CRM practices in public and private insurance 
companies in India. The analysis starts with detailed discussion on inferences from 
focus group discussion. This was followed by Factor analysis of CRM comparison 
parameters to reduce the number of variables. Independent samples t test was used 
to find differences in CRM practices iri private & public insurance companies. 
Finally findings are discussed. 
Exhibit 4.1 Flow Chart Depicting Schema of Analysis 
Literature Review View of Practitioners 
Development of Survey Instrument 
View of Subject Experts Focus Group Discussion 
V 
Data collected from CRM Experts associated 
with Public & Private Companies 
2»Z 
Scale refinement and interpretation of CRM constructs through EFA 
H 
Checking of validity and reliability of scales 
Independent samples T-test to bring out differences between Public and 
Private Insurance Companies 
<^ 
Findings & Managerial Implications 
4.2. Focus Group Sessions 
Since little is known about how public and private insurance firms in fact perceive 
their CRM practices, it was thought proper to conduct a qualitative study to get 
deeper understanding of the phenomenon. 
77 
We will limit the discussion of results to that part of the data that directly concerns 
comparison of CRM practices. Thus, our main interest here is in the comparison of 
public and private CRM practices, what way they differ and what are the grounds of 
similarity? Reasons for CRM technology and implementation difficulties, before and 
after effects of CRM implementation on performance and customer satisfaction 
parameters. Three focus group sessions in group of 5 were held with experts from 
CRM insurance arena. Thus, in all, the researcher interacted with 15 experts from 
the field. 
The discussion mainly was focussed on finding out parameters for comparison of 
CRM practices for public and private sector insurance firms. Discussion topics 
included questions on CRM goals and CRM value propositions. It also tried to 
categorize factors that make the comparison for public and private insurance firms 
CRM technology and implementation. It tried to find out different Customer base of 
public and private sector. The questions were also posed on finding out various 
customer communication factors. Based on these sessions operating measures were 
developed for our study. 
4.3 Focus Group Findings 
The discussions were categorized for CRM comparison and general observations. 
CRM goals seems to be of greater importance when comparison of CRM practices 
for public and private sector insurance firms are concerned. Various statements 
helped in narrowing down the criteria for comparing CRM goals of both the sectors. 
The experts also tried to channelize the importance of value propositions for various 
insurance sectors that can help assess the difference in CRM practices. They were of 
the opinion that comparison of value propositions depict whether same methods of 
CRM can be implemented in for both the sectors. The group also emphasized that it 
is necessary to concentrate on Technology considerations as an important factor for 
comparison as both the sectors use different CRM technology. They were sure that 
Technology plays a vital role in CRM implementation success, as it is associated 
with factors like scalability, security, cost and restrictions. 
As effective CRM, measures can be successful only if strong customer satisfaction 
backs them. Thus it was unanimously agreed that Customer satisfaction parameters 
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does have a linear relation with effective CRM practices. These factors emphasize 
the attention areas for CRM comparison for both the sectors. Satisfaction parameters 
agreed were mainly reliability, loyalty, expertise and perceived satisfaction. It was 
very clear from the expert's opinion that customer communication channels and 
methods play a vital role in assessing the impact of CRM. To make the benefits of 
CRM implementation reach directly to customer proper channels of communication 
need to be adopted. The discussion enlisted Universal reach, affordability and 
automated processes as best to fit in the category. 
One special mention was made of the importance of benefits o/C/Jyl/practices. It 
was very evident that the discussion envisaged the importance of CRM benefits as 
perceived or looked at by public and private sector insurance firms. The experts 
were sure of the critical value attached with CRM Benefits as both sectors have 
different benefits from CRM implementation. 
There is a need to get insight into before and after performance effectiveness of 
CRM implementation. This will help improve the processes of CRM 
implementation by both the sectors as performance and profitability are two criteria 
looked forward by both sectors. This will help insurance firms to direct their CRM 
efforts in a more coordinated way. 
4.4 Analysis of the Questionnaire 
Since there were one hundred and thirty-six items present in the data set. Principal 
Components Analysis was conducted to reduce the number of items. The principal 
components method of extraction begins by finding a linear combination of 
variables (a component) that accounts for as much variation in the original variables 
as possible. It then finds another component that accounts for as much of the 
remaining variation as possible and is uncorrelated with the previous component, 
continuing in this way until there are as many components as original variables. 
Usually, a few components will account for most of the variation, and these 
components can be used to replace the original variables. This method is most often 
used to reduce the number of variables in the data file (Freedman, 2005). 
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4.5 Demographic Profile of the Sample 
The sample size of this research consisted of 92% males and 8% females. Roughly 
18.1% respondents had monthly income of Rs.l0000-Rs.20000, 30.61% between 
Rs.20000-Rs.30000., 4% less than Rs. 10000, and 47.3% had income between 
Rs.30000-40000. The sample size had 4.5% respondents less than 25yrs, 13.3% 
between 25-35 yrs, 25.8%) between 35-45 yrs, 35.8% between 45-55yrs and 20.6% 
more than 55yrs. About were 66.7%) are postgraduates,24.2%) graduates, and 9.1% 
had a doctorate. 
Table 4.1: Demographic Information 
Demographics 
1. Gender 
a. Male 
b. Female 
2. Monthly Income 
a. Less than 10,000 
b. Rs. 10,000 -Rs.20000 
c. Rs.20,000 - Rs.30,000 
d. More than 40,000 
3. Age 
a. Less than 25 yrs 
b. 2 5 - 3 5 yrs 
c. 3 5 - 4 5 yrs 
d. 45 - 55 yrs 
e. More than 55 yrs 
4. Education 
a. Graduate 
b. Post Graduate 
c. Doctorate 
5. Occupation (Job/Title) 
a. Director / Head Customer Management 
b. Director / Head CRM strategy 
c. CRM Programme Director 
d. Director Customer Management 
e. Customer service Manager 
f. Marketing Director 
g. Direct Marketing Manager 
h. Marketing Analysis - Head 
Percentage (%) 
92% 
8% 
04% 
18.1% 
30.6% 
47.3% 
4.5% 
13.3% 
25.8% 
35.8% 
20.6% 
24.2% 
66.7% 
9.1% 
10% 
12% 
10% 
12% 
20% 
15% 
15% 
6% 
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Descriptive Statistics of the Sample Profile 
Exhibit 4.2: Demographic Profile - Gender 
Table 4.2: Demographic Profile -Gender 
Male 
Female 
92% 
8% 
Exhibit 4.3: Demographic Profile - Income 
Demographic Profile - Income 
47.30% 
50% -
40% -
30% -
20% -
10% -
0% • 
Seriesl 
gHj 
3060% ^ 1 
18 10% • • H fli Hi Hi 
4% S H H i l l JMMB 
-'' 1^ ^^ ^^  
Less than 
10,000 
4% 
Rs.10,000 -
Rs.20000 
18.10% 
Rs.20,000-
Rs.30,000 
30.60% 
More than 
40,000 
47.30% 
Table 4.3: Demographic Profile -Monthly Income 
Less than 10,000 
Rs.10,000 -Rs.20000 
Rs.20,000 - Rs.30,000 
More than 40,000 
4% 
18.1% 
30.6% 
47.3% 
Exhibit 4.4: Demographic Profile - Age 
5% 
55% ^ - - _ _ - > ^ 
i3 Less than 25 yrs 
• 2 5 - 3 5 yrs 
D 35 - 45 yrs 
a 45 - 55 yrs 
• More than 55 yrs 
Table 4.4 : Demographic Profile -Age 
Less than 25 yrs 
25 - 35 yrs 
35 - 45 yrs 
45 - 55 yrs 
More than 55 yrs 
4.5% 
13.3% 
25.8% 
35.8% 
20.6% 
Exhibit 4.5: Demographic Profile - Occupation 
Director/ Dirsclor/ CRM Director Customer Marketing Direct Marketing 
Head HeadCRM Programme Customer service Director Marketing Analysis-
Customer strategy Director Management Manager Manager Head 
Management 
Table 4.5: Demographic Profile-occupation 
Director / Head Customer Management 
Director / Head CRM strategy 
CRM Programme Director 
Director Customer Management 
Customer service Manager 
Marketing Director 
Direct Marketing Manager 
Marketing Analysis - Head 
10% 
12% 
10% 
12% 
20% 
15% 
15% 
6% 
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4.6 Factor Analysis 
EFA was performed on each scale separately to check as to whether all items load 
on a single construct. To determine if the data are likely to factor well, before 
proceeding with EFA, Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 
and Bartlett's Tests of Sphericity were performed. KMO measure quantifies the 
degree of inter-correlations among the variables and hence the appropriateness of 
factor analysis. If KMO is found to be greater than 0.50, then one can proceed with 
factor analysis (Malhotra, 2005). The KMO values of all the scales were found to be 
meritorious signaling that data was suitable for factor analysis. 
Another measure is Bartlett's Test of Sphericity which measures the presence of 
correlations among the variables. It provides the statistical probability that the 
correlation matrix has significant correlations among at least some of variables. 
Thus, a significant Bartlett's Test of Sphericity is required (Malhotra, 2005). 
Because p =0.000 (its associated probability is less than 0.05) for all scales, we 
could proceed with factor analysis. 
Initial communalities of each factor are presented in Appendix I. Communalities 
indicate the amount of variance in each variable that is accounted for. Initial 
communalities are estimates of the variance in each variable accounted for by all 
components or factors. For principal components extraction, this is always equal to 
1.0 for correlation analyses. Extraction communalities are estimates of the variance 
in each variable accounted for by the components. The communalities of each 
criterion are all high in the Appendix I, which indicates that the extracted 
components represent the variables well. If any communality were very low in a 
principal components extraction, another component might have been needed to 
extract (Tabachnick & Fidell, 1996). 
The variance explained by the initial solution, extracted components, and rotated 
components for each of the factors separately for public and private insurance 
companies are also presented in the Appendix I. This first section of these tables 
shows the Initial Eigenvalues. The Total column gives the eigenvalue, or amount of 
variance in the original variables accounted for by each component. The % of 
Variance column gives the ratio, expressed as a percentage, of the variance 
accounted for by each component to the total variance in all of the variables. The 
Cumulative % column gives the percentage of variance accounted for by the first n 
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components. For example, the cumulative percentage for the second component is 
the sum of the percentage of variance for the first and second components. For the 
initial solution, there are as many components as variables, and in a correlations 
analysis, the sum of the eigenvalues equals the number of components. In the 
analysis, eigenvalues greater than one were extracted, so the principal components 
which have eigenvalues greater than one form the extracted solution. The second 
section of the table shows the extracted components. They explain much of the 
variability in the original variables (questions), so we can considerably reduce the 
complexity of the data set by using these components, with only a few percent loss 
of information. 
The rotated component matrix helps to determine what the components represent. 
For example, the first component is highly correlated with customer value (Improve 
customer satisfaction, CRM goals). Similarly, in CRM principles the first 
component is highly correlated with "Consolidating acquired customer-related data 
in a central database and analyses" and so on. Table 1 and 2 presents the summary of 
the factor analyses for public and private sector organization on each criterion. This 
suggests that we can focus on these factors in further analyses. 
Since there were one hundred and thirty-six items present in the data set, principal 
components analysis procedure was applied to arrive at separate refined scales for 
public and private sector insurance organizations. The principal components method 
of extraction begins by finding a linear combination of variables (a component) that 
accounts for as much variation in the original variables as possible. It then finds 
another component that accounts for as much of the remaining variation as possible 
and is uncorrelated with the previous component, continuing in this way until there 
are as many components as original variables. Usually, a few components will 
account for most of the variation, and these components can be used to replace the 
original variables. This method is most often used to reduce the number of variables 
in the data file (Freedman, 2005). 
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Table 4.6: Rotated Component Matrix-CRM Goals (Public 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
II. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
1 
.222 
-.017 
.330 
-.088 
.007 
-.725 
.103 
.007 
.303 
-.006 
-.131 
.055 
.024 
-.287 
.247 
.030 
.546 
-.050 
-.068 
.076 
-.029 
.051 
.015 
.163 
-.106 
2 
.057 
.014 
-.126 
.085 
-.096 
-.206 
.721 
,472 
-.289 
-.027 
-.067 
-.072 
-.039 
.212 
.118 
-.115 
-.154 
.124 
.025 
.005 
-.029 
.059 
.473 
-.210 
.074 
3 
.734 
-.013 
-.225 
.179 
.017 
.019 
-.082 
.250 
-.183 
-.060 
-.090 
-.047 
.114 
.046 
-.662 
-.115 
.085 
-.047 
-.026 
-.089 
.128 
.033 
-.031 
.184 
.026 
4 
.000 
-.052 
-.451 
-.031 
-.004 
-.002 
.018 
.123 
.167 
.724 
-.048 
.111 
.112 
-.019 
.016 
.059 
-.034 
-.054 
-.578 
.135 
.007 
.129 
-.264 
-.002 
.020 
Component 
5 
3.903E-7 
.804 
.086 
-.093 
.095 
-.077 
.043 
.074 
-.021 
.024 
-.142 
.099 
.498 
-.162 
-.007 
-.102 
-.385 
.017 
.047 
.154 
.043 
.120 
-.125 
.100 
-.103 
6 
.006 
.026 
.179 
.306 
-.049 
.076 
.035 
-.091 
.138 
-.048 
-.103 
.085 
-.059 
-.297 
-.132 
.016 
-.062 
.128 
-.211 
-.238 
.674 
.261 
.059 
-.473 
.221 
7 
.122 
.094 
.091 
.062 
.728 
-.072 
-.130 
.272 
-.030 
-.129 
.120 
.061 
-.462 
-.091 
.147 
-.036 
-.209 
.134 
-.263 
-.050 
-.032 
-.316 
-.060 
.090 
.142 
8 
-.062 
.070 
-.238 
.111 
.044 
-.111 
-.031 
-.201 
.149 
-.007 
-.025 
.702 
-.041 
.257 
-.034 
.136 
-.045 
-.105 
-.033 
-.173 
.118 
.198 
.490 
.363 
.044 
9 
.084 
.058 
.213 
.690 
-.034 
-.055 
.123 
-.342 
-.091 
.023 
.003 
-.002 
-.119 
.177 
.033 
.035 
-.118 
-.153 
-.161 
.576 
.043 
.016 
-.113 
.011 
-.229 
Sector) 
10 
.163 
-.049 
.169 
.007 
-.076 
.000 
-.046 
.096 
-.070 
.221 
.033 
.210 
-.157 
-.026 
.107 
-.002 
-.106 
-.682 
.353 
-.020 
-.040 
-.094 
-.132 
-.213 
.542 
11 
-.005 
-.139 
.309 
-.036 
.056 
.081 
-.085 
.308 
.061 
.064 
.718 
.018 
.245 
.183 
.076 
.027 
-.046 
.037 
.016 
.065 
.042 
.540 
.019 
.124 
.041 
12 
.054 
.107 
.047 
-.001 
-.018 
.024 
.122 
-.128 
.541 
.037 
.095 
.004 
-.097 
.452 
-.021 
-.703 
.072 
.143 
.065 
-.054 
-.034 
-.099 
-.073 
-.112 
.110 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 50 iterations. 
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Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
Table 4.7: Rotated Component Matrix-CRM Goals (Private Sector) 
1 
.126 
.228 
-.666 
.082 
.444 
-.159 
.567 
.099 
.310 
.005 
-.115 
-.343 
.083 
-.080 
.032 
-.013 
.252 
-.031 
-.003 
-.043 
-.078 
.020 
-.233 
.026 
.243 
2 
-.377 
-.059 
.145 
.560 
.168 
.194 
.271 
.105 
-.125 
-.045 
-.107 
.120 
-.035 
.069 
-.766 
.203 
-.085 
.143 
.142 
-.133 
.136 
.104 
.047 
.174 
.027 
3 
-.211 
-.048 
-.048 
.132 
.201 
.010 
-.054 
-.204 
.003 
.308 
-.036 
.066 
-.003 
.034 
.087 
-.622 
-.151 
.065 
.062 
-.004 
-.014 
.686 
.076 
-.155 
.503 
Component 
4 
.211 
.204 
-.030 
.121 
-.144 
.093 
.032 
-.628 
.288 
.517 
-.164 
.136 
-.024 
.070 
-.014 
-.065 
.110 
.110 
-.042 
-.037 
-.083 
.114 
.031 
.611 
-.234 
5 
-.221 
-.003 
.144 
.109 
-.011 
.012 
.405 
-.320 
.130 
-.202 
.131 
.092 
.054 
.059 
.281 
.016 
-.246 
-.241 
.200 
.772 
.324 
.021 
-.003 
-.119 
.005 
6 
.175 
.111 
.094 
.223 
-.146 
.191 
.137 
-.071 
.010 
.067 
-.010 
-.564 
-.011 
-.125 
.078 
.428 
.078 
-.052 
-.101 
-.044 
-.199 
.099 
.740 
-.148 
.201 
7 
-.105 
.063 
.071 
-.384 
-.013 
.574 
.099 
.036 
.115 
.060 
.227 
-.096 
.717 
.020 
-.205 
-.087 
-.079 
-.342 
-.064 
.048 
-.266 
-.034 
.061 
-.004 
-.133 
8 
.099 
-.007 
.133 
.112 
-.165 
-.075 
.165 
.273 
.197 
.041 
.749 
-.154 
.076 
.037 
.046 
.064 
-.216 
.687 
.009 
-.045 
.028 
.020 
-.137 
.035 
.059 
9 
-.059 
-.756 
.028 
-.017 
.006 
.118 
.029 
-.043 
.667 
.153 
.090 
.267 
-.090 
.003 
.034 
.043 
.360 
.008 
-.039 
.052 
-.138 
.036 
.019 
-.136 
-.002 
10 
.298 
-.065 
-.015 
-.038 
-.293 
.143 
.136 
-.154 
-.052 
-.230 
.120 
-.010 
-.136 
.708 
-.104 
-.173 
.453 
-.101 
.012 
-.008 
-.014 
-.137 
-.056 
.178 
.410 
11 
.344 
-.142 
-.084 
.063 
-.036 
-.192 
.025 
-.063 
-.162 
.089 
.006 
.070 
.171 
.073 
-.056 
.105 
-.144 
.007 
.762 
.034 
-.592 
.138 
.030 
-.073 
-.150 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private b. Rotation converged in 44 iterations. 
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Table 4.8: Rotated Component Matrix-CRM Principles (Public Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Component 
I 
.180 
.759 
.217 
.316 
-.081 
.237 
-.583 
2 
.648 
.017 
-.536 
.133 
.581 
.083 
.151 
3 
.226 
-.092 
.075 
-.719 
-.098 
.698 
-.085 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 6 iterations. 
Table 4.9 
Item 
: Rotated Component Matrix-CRM Principles (Private Sector) 
Component 
1 
-.284 
.712 
.090 
-.187 
-.062 
.732 
-.068 
2 
-.575 
-.043 
-.226 
.251 
.826 
.096 
-.013 
3 
-.453 
.191 
.255 
-.319 
-.104 
-.333 
.777 
4 
-.081 
-.176 
.769 
.660 
-.058 
.159 
.012 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization 
a. Organization = Private b. Rotation converged in 9 iterations. 
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Table 4.10: Rotated Component Matrix-CRM Technology Implementation 
Effects (Public Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Component 
1 
-.095 
.159 
-.124 
-.121 
.091 
.154 
.157 
.003 
-.237 
-.014 
.580 
.340 
-.774 
-.088 
2 
-.125 
-.070 
.025 
.072 
.589 
-.031 
.116 
-.084 
.455 
-.750 
-.035 
.055 
-.100 
-.105 
3 
-.715 
.183 
.677 
.135 
.105 
.149 
.024 
.098 
-.231 
-.071 
-.004 
-.215 
.025 
.120 
4 
-.041 
-.190 
-.024 
.766 
-.003 
-.113 
-.238 
.002 
-.211 
-.175 
.032 
.582 
.014 
.180 
5 
.030 
-.265 
.149 
-.074 
.021 
-.210 
.614 
-.045 
.155 
.066 
.028 
.113 
.004 
.750 
6 
-.255 
-.156 
-.123 
-.108 
-.041 
-.057 
-.126 
.864 
.363 
.065 
-.212 
.133 
-.171 
.077 
7 
.000 
-.671 
.010 
.060 
.149 
.711 
.140 
.054 
-.007 
.159 
.144 
-.054 
.108 
-.146 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 8 iterations. 
Table 4.11: Rotated Component Matrix-CRM Technology Implementation 
Effects (Private Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
1 
-.175 
-.197 
.152 
.740 
.066 
-.100 
.113 
-.206 
.310 
.161 
-.002 
.662 
-.236 
-.231 
2 
.082 
.000 
.731 
-.106 
.350 
-.166 
.269 
-.130 
-.050 
-.033 
-.013 
.099 
-.374 
.655 
Component 
3 
-.164 
.380 
.000 
.088 
-.221 
.708 
.734 
.028 
-.028 
.011 
.066 
-.071 
-.101 
.107 
4 
.111, 
.433 
.232 
-.007 
-.139 
-.094 
-.085 
-.008 
.569 
.002 
.011 
.029 
-.183 
-.256 
5 
-.015 
.363 
-.249 
.182 
.410 
.126 
-.130 
.035 
-.027 
.831 
-.084 
-.009 
-.110 
.246 
6 
-.127 
.433 
.024 
.090 
.317 
-.285 
.154 
-.635 
.027 
-.087 
-.156 
-.038 
.554 
-.030 
7 
-.224 
.100 
.169 
-.099 
.468 
.102 
-.064 
.280 
.180 
-.068 
.794 
.074 
.110 
-.150 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
b. Rotation converged in 50 iterations 
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able 4.12 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
: Rotated Component 
1 
.000 
.086 
-.260 
.360 
.110 
.033 
.726 
.069 
.02! 
-.464 
-.039 
.099 
.169 
-.071 
.002 
.202 
-.065 
.053 
-.476 
2 
-.050 
.103 
.237 
.204 
.134 
.199 
.020 
-.296 
.672 
.031 
-.068 
-.048 
.010 
-.623 
.144 
-.334 
.197 
.019 
-.083 
Matrix- Technology Consideration 
Component 
3 
-.122 
.143 
.555 
-.067 
-.178 
-.172 
-.103 
.302 
-.037 
.182 
.571 
-.121 
.114 
-.168 
-.012 
.253 
-.118 
-.096 
-.479 
4 
-.074 
.111 
-.129 
.070 
-.081 
.062 
.021 
.291 
-.048 
.405 
-.070 
.382 
-.294 
-.068 
-.043 
-.236 
.059 
.757 
-.174 
5 
.005 
-.316 
.122 
-.108 
.119 
.016 
-.044 
-.015 
.076 
.002 
-.216 
-.009 
-.410 
.037 
.109 
.584 
.652 
-.004 
-.230 
6 
.672 
.483 
-.008 
.053 
.266 
-.110 
-.007 
.206 
.105 
.029 
-.074 
-.391 
-.354 
.097 
.217 
-.065 
-.115 
-.024 
-.071 
(Public 
7 
.046 
-.037 
.065 
.146 
-.609 
.016 
-.090 
.184 
.100 
-.343 
.082 
.191 
-.154 
.094 
.676 
-.076 
.010 
-.013 
.168 
Sector) 
8 
.014 
.068 
.040 
.415 
.042 
-.662 
.048 
-.469 
.097 
.222 
.023 
.368 
-.143 
.193 
.070 
.082 
-.125 
-.119 
.009 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 13 iterations. 
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Table 4.13: Rotated ( 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
Component Matrix- Technology Consideration (Private Sector) 
Component 
1 
.148 
.029 
-.093 
-.228 
.057 
.339 
.098 
-.027 
-.078 
.074 
-.005 
-.558 
.132 
.503 
.070 
.169 
.287 
.098 
.635 
2 
.015 
.658 
-.091 
-.119 
.127 
.077 
-.739 
.032 
-.011 
-.048 
.130 
.236 
.024 
.435 
-.031 
-.001 
.134 
-.155 
.013 
3 
.452 
.015 
-.196 
.484 
-.123 
.285 
.017 
-.062 
-.004 
.105 
-.110 
-.137 
.006 
.034 
-.773 
.024 
.219 
-.007 
-.173 
4 
-.135 
.090 
-.286 
-.400 
.080 
.428 
.060 
-.124 
.707 
-.006 
-.004 
.090 
.124 
-.329 
-.133 
.167 
.275 
.207 
.063 
5 
.074 
-.031 
.551 
-.300 
-.615 
-.039 
.024 
.056 
-.069 
-.033 
.000 
.019 
.177 
-.070 
-.118 
.061 
.636 
-.099 
.060 
6 
.097 
.113 
-.177 
-.010 
-.348 
-.077 
.271 
.005 
.015 
.839 
.029 
.334 
.242 
.129 
-.088 
.105 
-.226 
-.107 
.180 
7 
-.003 
-.051 
.145 
.005 
-.059 
.342 
-.085 
-.056 
-.040 
.041 
-.036 
-.057 
.701 
-.046 
.011 
-.670 
-.151 
.357 
-.051 
8 
.443 
.135 
-.106 
.083 
-.159 
.256 
-.034 
.024 
-.058 
.051 
.839 
-.143 
-.071 
-.325 
.156 
-.036 
-.010 
-.186 
.011 
9 
-.179 
.130 
-.146 
.080 
-.074 
.187 
.209 
.835 
-.067 
-.060 
.004 
.159 
-.144 
-.050 
.050 
-.099 
.114 
.455 
.088 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 13 iterations. 
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Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
Table 4.14 
1 
.062 
.340 
-.068 
-.033 
-.060 
-.007 
.050 
.641 
-.017 
-.628 
-.099 
-.244 
-.064 
-.104 
.100 
.042 
-.027 
.000 
.081 
.066 
.177 
.230 
-.082 
.074 
.028 
.005 
-.038 
.059 
.466 
.151 
.099 
2 
.079 
.103 
-.016 
.061 
.019 
.015 
-.071 
.121 
-.049 
.092 
.059 
-.031 
.029 
-.034 
.004 
.016 
.692 
.346 
-.451 
.112 
-.010 
.185 
.060 
.041 
-.009 
.036 
-.580 
-.130 
-.259 
-.136 
-.100 
: Rota ted C o m p o n e n t Matrix- Cus tomer Satisfact ion (Public Sector) 
3 
.022 
-.003 
.265 
-.299 
-.033 
-.046 
.030 
.060 
.671 
.195 
.587 
-.302 
-.111 
-.012 
-.146 
.014 
.000 
.075 
-.058 
.049 
.067 
.310 
.065 
-.072 
.273 
-.057 
.097 
-.006 
.036 
-.009 
.032 
4 
.742 
-.181 
-.188 
.054 
-.080 
.039 
.021 
.078 
.029 
.044 
.071 
.005 
-.065 
.084 
-.141 
.057 
-.040 
-.021 
-.253 
-.034 
.175 
-.144 
-.065 
.051 
-.039 
.089 
-.060 
-.084 
.258 
-.240 
.623 
5 
.018 
-.034 
.157 
-.120 
-.045 
.019 
-.011 
.158 
-.103 
.123 
-.029 
-.015 
-.392 
.714 
.649 
.030 
-.029 
.181 
.103 
-.009 
.128 
-.022 
-.057 
-.024 
.078 
.008 
.032 
.099 
-.170 
.060 
-.011 
6 
-.188 
-.289 
.028 
-.032 
-.079 
.122 
.147 
.059 
.038 
-.148 
-.026 
-.007 
.428 
.010 
-.036 
.012 
.098 
.201 
.270 
.704 
.219 
.118 
-.044 
.033 
-.050 
-.067 
-.021 
.027 
-.147 
-.074 
.407 
Component 
7 
.070 
.257 
-.046 
.143 
.027 
-.143 
-.013 
.207 
-.068 
.222 
.163 
-.125 
.169 
.074 
-.019 
.804 
.080 
.144 
.234 
-.040 
-.116 
-.382 
-.017 
.079 
-.109 
-.048 
.135 
-.148 
-.041 
.005 
.029 
8 
-.119 
-.048 
-.118 
-.149 
-.182 
.076 
.029 
.025 
.168 
.179 
-.323 
-.265 
-.007 
.018 
-.092 
-.043 
.000 
.007 
.124 
-.070 
.250 
-.310 
.780 
.138 
.155 
.059 
-.230 
.012 
.031 
.056 
.108 
9 
.002 
-.154 
.418 
-.074 
.120 
.076 
-.093 
.144 
.000 
.073 
-.141 
.261 
-.212 
-.031 
-.030 
.064 
.079 
-.334 
.190 
.032 
-.299 
.223 
.110 
.706 
.006 
-.032 
-.011 
-.056 
-.007 
-.173 
.029 
10 
.096 
.208 
.100 
.083 
-.814 
-.079 
-.029 
.034 
.124 
-.043 
-.229 
.336 
.086 
.137 
-.117 
-.018 
.025 
.053 
-.104 
.070 
-.162 
.102 
.138 
-.109 
-.047 
-.086 
, .355 
.012 
-.076 
.005 
-.040 
11 
.023 
.017 
.283 
-.055 
.089 
-.111 
.003 
.034 
-.032 
.130 
-.105 
-.083 
.341 
-.132 
.270 
-.026 
.068 
.240 
-.149 
-.093 
-.121 
.033 
.043 
-.061 
.033 
.809 
.223 
-.059 
.101 
-.063 
.061 
12 
.047 
-.283 
.188 
.082 
.056 
.003 
.062 
.020 
.050 
-.002 
-.062 
.269 
-.066 
-.064 
.009 
.122 
.036 
.048 
-.148 
-.018 
.390 
-.016 
.036 
-.063 
-.080 
-.003 
.079 
-.700 
.052 
.505 
-.106 
13 
-.049 
.442 
.256 
.006 
.067 
.801 
.062 
-.048 
-.116 
-.010 
.201 
.064 
.084 
-.053 
.121 
-.112 
.070 
-.040 
-.121 
.055 
.118 
-.250 
.067 
.010 
-.068 
-.118 
.143 
.047 
.119 
.010 
.082 
14 
-.093 
.028 
.276 
.678 
-.042 
-.060 
.027 
-.005 
.012 
-.072 
-.007 
-.113 
.000 
.012 
-.045 
-.007 
.043 
-.214 
-.003 
-.089 
.046 
-.104 
-.003 
-.089 
.639 
-.004 
-.028 
-.088 
-.122 
-.173 
.180 
15 
-.043 
.097 
-.077 
-.007 
.013 
-.060 
-.813 
-.123 
-.064 
-.115 
.095 
.070 
.161 
.004 
.063 
.016 
.202 
-.023 
.180 
-.169 
.412 
.152 
.017 
.080 
-.015 
-.027 
.197 
-.029 
-.023 
-.159 
.071 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 27 iterations. 
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Table 4.15: Rotated Component Matrix- Customer Satisfaction 
Item 
1, 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
(Private Sector) 
Component 
1 
-.312 
.102 
.679 
.028 
.708 
.092 
-.106 
-.202 
.263 
.056 
-.313 
-.136 
-.111 
-.117 
.116 
.212 
.123 
-.035 
-.008 
.083 
.007 
-.247 
.080 
.096 
.084 
-.107 
.028 
-.083 
.155 
-.046 
-.055 
2 
-.097 
-.062 
-.025 
.633 
.024 
.534 
.132 
-.050 
-.120 
-.002 
.027 
.257 
.101 
-.330 
-.087 
.085 
.063 
.034 
-.063 
-.001 
-.032 
.109 
-.703 
.022 
-.030 
.186 
.043 
.073 
.057 
.078 
.098 
3 
-.227 
.766 
-.139 
.030 
.214 
.183 
.346 
.399 
-.437 
.021 
.331 
.043 
.010 
.180 
-.014 
-.178 
-.055 
-.086 
.145 
-.045 
-.086 
-.152 
.139 
-.029 
-.084 
-.156 
-.117 
-.017 
-.003 
-.004 
-.002 
4 
.035 
-.034 
-.084 
-.273 
.122 
.394 
-.144 
.018 
.144 
.128 
.003 
-.199 
.002 
.217 
-.043 
-.030 
-.005 
.125 
-.103 
-.259 
.801 
.250 
-.100 
-.074 
.158 
-.346 
-.029 
.226 
.029 
-.077 
.046 
5 
.167 
Oil 
.088 
.173 
.024 
-.055 
.152 
.181 
-.002 
-.019 
.229 
-.282 
-.049 
-.340 
-.026 
-.575 
.001 
-.115 
-.113 
-.088 
.042 
.219 
.097 
-.049 
.071 
.048 
.054 
-.047 
.765 
-.005 
.003 
6 
.113 
-.038 
.097 
.057 
-.140 
.021 
.339 
.274 
.179 
-.101 
-.232 
.166 
.054 
.500 
.013 
-.092 
.054 
.058 
.049 
-.188 
.011 
-.055 
.082 
.162 
-.056 
-.019 
.790 
-.209 
-.012 
.028 
-.143 
7 
.449 
-.020 
.071 
.022 
-.031 
.277 
.031 
-.179 
-.012 
.122 
.047 
.452 
-.782 
.046 
-.101 
.046 
.058 
-.122 
.015 
.193 
-.043 
.055 
.225 
-.030 
-.089 
-.150 
-.012 
.267 
.055 
-.013 
.076 
8 
.067 
-.076 
.126 
.215 
-.010 
-.182 
-.352 
.351 
-.381 
-.059 
.010 
.069 
-.045 
.032 
-.129 
.238 
.786 
-.018 
-.023 
-.061 
.000 
.103 
.027 
-.115 
-.044 
-.293 
.030 
-.183 
.082 
-.031 
.036 
9 
.009 
-.080 
-.043 
-.058 
.158 
.078 
.097 
-.041 
-.250 
.041 
.203 
-.167 
.058 
-.191 
.046 
.427 
-.012 
-.038 
-.026 
.224 
-.049 
.306 
.088 
-.105 
-.036 
.245 
.172 
.094 
.058 
.116 
-.805 
10 
-.008 
.008 
.044 
.097 
-.092 
-.047 
-.128 
.077 
.002 
.065 
.315 
.165 
.041 
-.024 
-.067 
.092 
-.054 
.145 
-.064 
-.265 
-.056 
-.319 
-.009 
.044 
.338 
-.287 
.034 
-.159 
.037 
.844 
-.091 
11 
-.350 
-.068 
.092 
.010 
.006 
.077 
-.155 
.091 
-.157 
-.059 
.151 
-.130 
-.049 
.081 
.036 
-.112 
-.140 
-.089 
-.031 
.294 
-.064 
.413 
-.030 
.828 
-.065 
-.240 
.107 
-.097 
-.086 
.016 
.060 
12 
.131 
.110 
.025 
.016 
.007 
.177 
-.209 
.129 
.074 
-.074 
-.231 
.081 
.081 
-.119 
-.110 
-.013 
-.045 
-.002 
.738 
.042 
-.037 
.280 
.220 
-.079 
.605 
-.015 
.059 
.060 
-.083 
.061 
.041 
13 
.303 
-.027 
.085 
-.104 
.031 
.167 
-.427 
.332 
.118 
.079 
.263 
.210 
.224 
-.007 
.687 
.017 
-.081 
-.001 
.021 
-.249 
-.032 
-.041 
.130 
.094 
-.246 
.205 
.012 
-.019 
-.015 
-.043 
-.036 
14 
.012 
.019 
.001 
-.100 
.107 
-.073 
-.005 
-.141 
-.089 
.790 
-.254 
.187 
.019 
-.036 
.106 
-.145 
.013 
.066 
-.169 
.126 
.038 
.106 
-.083 
-.048 
.116 
.332 
.003 
-.509 
-.043 
.141 
-.010 
15 
.121 
-.076 
.035 
.069 
-.073 
.144 
.145 
.306 
.091 
.105 
-.151 
-.279 
.099 
-.176 
-.024 
-.021 
-.019 
.736 
.119 
.422 
.062 
-.154 
.102 
-.018 
-.268 
-.216 
.063 
.048 
-.148 
,113 
-.013 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization, 
a. Organization = Private b. Rotation converged in 22 iteratio 
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Table 4.16: Rotated Component Matrix- Customer Communication (Public Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
i 
.588 
.470 
-.556 
.234 
.400 
Component 
2 
.097 
.392 
.655 
.679 
.017 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 
Normalization, a. Organization = Public b. Rotation converged in 5 iterations. 
Table 4.17: Rotated Component Matrix- Customer Communication (Private Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
1 
.108 
-.159 
.098 
.760 
-.728 
Component 
2 
.780 
.683 
-.054 
.172 
.177 
3 
-.285 
.428 
.887 
.005 
-.065 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with 
Kaiser Normalization, a. Organization = Private b. Rotation converged in 5 iterations. 
Table 4.18: Rotated Component Matrix-Customer Base (Public Sector 
I tem 
1. 
2. 
3. 
4. 
5. 
Component 
1 
.736 
-.042 
.725 
-.032 
-.032 
2 
-.134 
-.094 
.119 
.804 
-.607 
3 
.040 
.866 
-.074 
-.216 
-.475 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with 
Kaiser Normalization, a. Organization = Public b. Rotation converged in 5 iterations. 
Table 4.19: Rotated Component Matrix-Customer Base (Private Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
Component 
1 
.686 
.062 
-.075 
.555 
-.686 
2 
-.018 
-.614 
.681 
.498 
.207 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with 
Kaiser Normalization, a. Organization = Public b. Rotation converged in 5 iterations. 
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Table 4.20: Rotated Component Matrix- Value Pre^sitions (Public Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
Component 
1 
.204 
-.797 
.594 
.197 
.046 
.217 
-.033 
.047 
.073 
-.116 
.016 
-.065 
2 
.586 
-.082 
-.062 
.100 
-.033 
-.142 
.121 
.112 
.018 
.092 
-.574 
.614 
3 
-.003 
.149 
.365 
.031 
.046 
-.151 
.846 
-.033 
.035 
.164 
.370 
.245 
4 
-.051 
-.177 
-.385 
.313 
.823 
-.205 
.025 
.177 
.117 
.119 
.227 
.098 
5 
.353 
.004 
-.012 
-.600 
.062 
.146 
-.054 
.684 
-.089 
-.137 
.303 
.004 
6 
.032 
-.117 
-.166 
-.151 
-.036 
.597 
.054 
-.083 
-.058 
.794 
-.017 
-.049 
7 
-.077 
-.043 
.028 
-.408 
.092 
-.015 
.043 
-.180 
.883 
-.029 
-.186 
-.015 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 15 iterations 
Table 4.21: Rotated Component Matrix- Value Prepositions (Private Sector) 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
Component 
1 
.047 
.260 
-.290 
.250 
.098 
.200 
.201 
.741 
-.128 
.094 
.269 
-.626 
2 
.134 
.066 
.216 
-.140 
.360 
.711 
-.661 
.148 
.167 
-.118 
.009 
.289 
3 
.033 
.035 
.726 
.711 
.075 
-.166 
-.073 
.005 
-.409 
-.044 
.002 
-.152 
4 
.819 
-.093 
-.063 
.118 
-.572 
.064 
.031 
.121 
.242 
-.061 
-.064 
.258 
5 
.033 
-.711 
-.047 
.079 
.057 
-.188 
-.104 
.110 
.178 
-.016 
.730 
.155 
6 
-.201 
.253 
.363 
-.197 
-.352 
.050 
.165 
.149 
.280 
.761 
.203 
.122 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
b. Rotation converged in 35 iterations. 
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Table 4.22 
Item 
1, 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
: Rotated Component Matrix- CRNI Benefits 
1 
.465 
.168 
.270 
.124 
-.115 
.028 
.484 
.146 
.732 
-.157 
Component 
2 
-.263 
.058 
-.609 
.728 
-.153 
-.022 
.331 
.111 
-.025 
-.036 
3 
.007 
.209 
.133 
.205 
-.170 
-.102 
-.275 
.608 
.078 
.714 
(Public Sector) 
4 
-.315 
.655 
.078 
-.063 
.686 
-.103 
.268 
-.033 
.005 
.061 
5 
-.440 
-.079 
.394 
.165 
.019 
.815 
-.048 
.052 
.071 
-.167 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public b. Rotation converged in 12 iterations. 
Table 4.23 
Item 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
Rotated Component Matrix- CRM Benefits (Private Sector) 
Component 
1 
.155 
.664 
.189 
-.183 
-.297 
-.380 
.048 
-.108 
.704 
-.024 
2 
.670 
-.059 
-.235 
.333 
-.284 
-.100 
-.054 
.738 
.037 
.063 
3 
-.288 
-.068 
.052 
.016 
-.532 
.489 
.758 
.195 
.149 
.080 
4 
.271 
.100 
.739 
.714 
.090 
.106 
.039 
-.176 
-.031 
-.009 
5 
-.007 
.155 
.182 
-.251 
.162 
-.073 
.233 
.080 
-.225 
.915 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
b. Rotation converged in 15 iterations. 
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Table 4.24 
Item 
1. 
2. 
3. 
4. 
Rotated Component Matrix- Before and After CRM 
Implementation (Public Sector) 
Component 
1 
.379 
.710 
-.648 
-.065 
2 
.326 
-.168 
-.103 
.929 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
b. Rotation converged in 3 iterations. 
Table 4.25 
1. 
2. 
3. 
4. 
Rotated Component Matrix- Before and After CRM 
Implementation (Private Sector) 
Component 
1 
.613 
.551 
-.003 
.670 
2 
.079 
-.162 
.984 
.044 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
b. Rotation converged in 3 iterations. 
4.7 Analysis of Factors 
After the factor analysis was completed, the nine factors were named based on the 
major characteristics of the measured variables. 
CRM goals: The first factor for the public sector has an Eigen value = i .22 since 
this is greater than 1.0, it explains more variance than a single variable, in fact 1.22 
times as much. The cumulative percentage of variance is 4.98% which implies that 
the factors extracted account for 4.98% of total variance (please see Appendix-1). 
The first factor has Eigen value = 1.38 and cumulative percentage of variance 5.53% 
for private sector. 
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CRM principles: The second factor has an Eigen value =1.11 for public sector. It is 
also greater than 1.0 and therefore explains more variance than a single variable. The 
cumulative percentage of variance is 15.89 % which implies that that the factors 
extracted account for 15.89 % of total variance (please see Appendix-1). The second 
factor has Eigen value = 1.13 for private sector and the cumulative percentage of 
variance is 16.22. 
CRM technology considerations: The third factor has Eigen value =1.16 for public 
sector. Like the above two factors it is also greater than 1.0 and explains more 
variance than a single variable. The cumulative percentage of variance is 8.24 % 
which implies that that the factors extracted account for 58.03 % of total variance 
(please see Appendix-I). The Eigen value = 1.26 for private sector. The cumulative 
percentage of variance is 9.01% for private sector. 
CRM technology implementation effects: The fourth factor for the public sector 
has an Eigen value =1.21 since this is greater than 1.0, it explains more variance 
than a single variable, in fact 1.21 times as much. The cumulative percentage of 
variance is 4.98% which implies that the factors extracted account for 6.37% of total 
variance (please see Appendix-I). The forth factor has Eigen value = 1.27 and 
cumulative percentage of variance 6.66% for private sector. 
Customer satisfaction: The fifth factor for the public sector has an Eigen value = 
1.25 since this is greater than 1.0, it explains more variance than a single variable, in 
fact 1.25 times as much. The cumulative percentage of variance is 4.03% which 
implies that the factors extracted account for 4.03%) of total variance (please see 
Appendix-I). The fifth factor has Eigen value = 1.42 and cumulative percentage of 
variance 4.56% for private sector. 
Customer communication: The sixth factor for the public sector has an Eigen 
value = 1.07 since this is greater than I.O, it explains more variance than a single 
variable, in fact 1.07 times as much. The cumulative percentage of variance is 
21.44% which implies that the factors extracted account for 21.44% of total variance 
(please see Appendix-I). The sixth factor has Eigen value =1.11 and cumulative 
percentage of variance 22.31% for private sector. 
CRM benefits: The seventh factor for the public sector has an Eigen value =1.12 
since this is greater than 1.0, it explains more variance than a single variable, in fact 
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1.12 times as much. The cumulative percentage of variance is 11.13% which implies 
that the factors extracted account for 11.13% of total variance (please see Appendix-
I). The seventh factor has Eigen value = 1.23 and cumulative percentage of variance 
10.31% for private sector. 
Before and after CRM implementation: The eighth factor for the public sector has 
an Eigen value =1.19 since this is greater than 1.0, it explains more variance than a 
single variable, in fact 1.19 times as much. The cumulative percentage of variance is 
25.10% which implies that the factors extracted account for 25.10% of total variance 
(please see Appendix-I). The eighth factor has Eigen value = 1.06 and cumulative 
percentage of variance 26.63% for private sector. 
Value proposition: The nineth factor for the public sector has an Eigen value =1.11 
since this is greater than 1.0, it explains more variance than a single variable, in fact 
1.11 times as much. The cumulative percentage of variance is 9.19% which implies 
that the factors extracted account for 4.98%) of total variance (please see Appendix-
I). The nineth factor has Eigen value =1.19 and cumulative percentage of variance 
23.90%) for private sector. 
4.8 Interpretation of Factors 
After extracting the Eigen Values rotation of principal components is done through 
varimax rotation. After the number of extracted factors is decided upon, the next 
task is to interpret the name of the factors as shown below. This is done by the 
process of identifying which factors are associated with which of the original 
variables. Table 4.1(b). Factor Analysis was used to summarize the nine CRM 
comparison constructs into smaller sets of linear composites that preserved most of 
the information in the original data set. Factor one had all the statements dealing 
with CRM goals. Factor two had all the statements related to CRM principles. The 
statements which load into factor three are all concerned with CRM technology. 
Factor four had all statements related to CRM technology implementation. This and 
previous factor gives an idea regarding CRM technology concerns for insurance 
sector. The statements which load into factor five are all concerned with customer 
satisfaction parameters. This factor and sixth factor named as customer 
communication describes the customer perspective of CRM initiatives for the 
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Insurance sector. Factor seven had all statements related to CRM henefits. This 
factor and the eighth factor, before and after CRM Implementation effects describes 
the actual CRM effective contributions offered to Insurance sector. The factor nine 
had statements related to value proposition. All these factor solutions best described 
the data. 
4.9 Developing Refined Scale 
There was a necessity to develop valid and reliable measures as this would enable 
proper framework for establishing dimensions under study. Unless reliability and 
validity are established, it is hard to standardize the measurement scales, without 
which it is difficult to know whether the scales actually measure what they are 
supposed to measure. 
Table 4.26: CRM Goals: Items Retained after Scale Refinement through EFA for Public 
and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Statements 
Fully integrate sales and marketing with customer service, supply 
chain, online and accounting 
Audit and map the touch points and processes that affect 
customers 
Quantify and prioritize these processes according to their impact 
on strategic CRM 
Prioritize processes based on their importance to customers and 
their impact on the Enterprise's strategic CRM objectives 
Identify the key processes from the customer's perspective 
Improve customer satisfaction 
Increase profits 
Customer service and support 
Building attractive virtual community 
Incorporate consistent & integrated customer view across 
channels 
Implement effective sales & complaint management system 
Incorporate excellent analytics 
Manage campaigns 
Increased agency staff efficiency 
Increased customer service 
Extending services beyond core Business 
Channel for others to market their products 
Identify price-elasticity of demand by segments 
Unearth end-user served and un-served markets 
Reduced technology cost 
Technology balance 
Data and System Support 
Organization readiness 
Customized Content & Communication 
Customized Product Offers 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
12 
Private 
X 
X 
X 
X 
X 
X 
X 
X 1 
X 
X 
X 
11 
Key: Items retained are denoted with 'X' 
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In present research, as already explained, data was collected through a field survey 
and then subjected to Exploratory Factor Analysis (EFA) in order to unearth the 
latent factors based on factor loadings. Then the instrument was subjected to tests of 
reliability and validity, thereby ensuring standardization. Subsequently, valid and 
reliable scales were developed for measuring the relevant constructs for public and 
private sector insurance companies. The tables given below present the items 
retained after scale refinement using EFA for various constructs of interest. 
Table 4.27: CRM Principles: Items Retained after Scale Refinement through 
Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
Statements 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a central 
database and analyses 
Distribute the results to various customer touch points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
Total Items Retained 
Public 
X 
X 
X 
3 
EFA for 
Private 
X 
X 
X 
3 
Key: Items retained are denoted with 'X' 
Table 4.28 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
CRM Technology Considerations: Items Retained aftt 
through EFA for Public and Private Insurance Com 
Statements 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Privacy 
Shifting Cost 
Initial Cost 
Implementation Cost 
Security/Legal 
Accessibility 
Audit Trails 
Changing Regulations 
Total Items Retained 
!r Scale Refinement 
panies 
Public 
X 
X 
X 
X 
X 
X 
X 
7 
Private 
X 
X 
X 
X 
X 
X 
X 
; 
1 
7 j 
Key: Items retained are denoted with 'X' 
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Table 4.29: 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
CRM Technology Implementation: Items Retained after Scale Refinement 
through EFA for Public and Private Insurance Companies 
Statements 
Integration of Customer Information across agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success with goals 
Choosing and working with external vendors 
Customization 
Inexperienced Consultants 
Integration 
Lack of executive sponsorship and leadership 
Software and/or consulting vendor over promised 
Integrator cost out of control 
Unstable or buggy software 
Integrator doesn't understand client's business 
Software lacks key functionality 
Integrator staff lacks key skills or experience 
Internal staff lacks skills 
User adoption problems 
Integration with legacy systems too difficult 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
8 
Private 
X 
X 
X 
X 
X 
X 
X 
X 
7 
Key: Items retained are denoted with 'X' 
Table 4.30: Customer Satisfaction: Items Retained after Scale Refinement through 
EFA for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Statements 
My company is very concerned with security for transactions 
My company's words and promises are reliable 
My company is consistent in providing quality services 
Employees of the company shows respect to customer 
My company fulfill its obligations to customers 
1 have confidence in my company's services 
My company offers personalized services to meet customer needs 
My company is flexible when its services are changed 
My company is flexible in serving customer needs 
My company provides timely and trustworthy information 
My company provides information if there are new insurance 
services 
My company fulfils its promises 
Information provided by my company is accurate 
My company has knowledge about insurance services 
My company has knowledge about the market trend 
My company is able to answer questions about the policy or 
procedures for making changes 
My company provides timely information regarding value of policy 
My company is concerned with matching my insurance needs with 
my ability to pay 
My company follows through on promised services 
My company tries to avoid potential problems 
My company tries to solve problems before they create conflicts 
My company has the ability to openly discuss solutions when 
problems arise 
Assisted Service through Call- Center 
Self Service through Internet 
Calculate premium, compare products, online tracking of claims 
status 
26 1 Differentiated Service Levels based Service for different customer 
Public 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
Private 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
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Item 
27 
28 
29 
30 
31 
Statements 
segments 
I am completely satisfied with information quality 
1 am very pleased with what the company does for me 
My experiences with the company responsiveness have always 
been good 
1 am very satisfied with service quality offered by my company 
If 1 had to do it all over again, 1 would still choose to use the same 
company 
Total Items Retained 
Public 
X 
X 
15 
Private 
X 
X 
X 
X 
16 
Key: Items retained are denoted with 'X' 
Table 4.31: Customer Communication: Items Retained after Scale Refinement through 
EFA for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
Statements 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer interactions 
Total Items Retained 
Public 
X 
X 
2 
Private 
X 
X 
X 
3 
Key: Items retained are denoted with 'X' 
Table 4.32: CRM Benefits: Items Retained after Scale Refinement through 
Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Statements 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improved visibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different prospect types 
Accurate profitability comparisons for policies sold through 
different channels 
Providing online access to product information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers selectively 
Identify what customer's value and 
devise appropriate service strategies 
Increased efficiency through automation 
Total Items Retained 
Key: Items retained are denoted with 'X' 
Table 4.33: CRM Implementation effects: Items Retained after 
through EFA for Public and Private Insurance Com 
Item 
1 
2 
3 
4 
Statements 
Reduction in time required to generate customer lists 
Ability to make product recommendations during support 
requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct contradictory 
data from sales 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
5 
EFA for 
Private 
X 
X 
X 
X 
X 
5 
Scale Refinement 
panies 
Public 
X 
X 
2 
Private 
X 
X 
2 
Key: Items retained are denoted with 'X' 
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Table 4.34: CRM Value Propositions: Items Retained after Scale Refinement through 
EFA for Public and Private Insurance Companies 
Item 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Statements 
Achieve a single, real-time view of the constituent 
Share and leverage information across departments and agencies 
Deliver single point access to programs and services 
Measure and promote constituent services based on requests, 
utilization and success 
Provide consistent communications across delivery channels- agency 
offices, contact centers, and constituent self-service 
Create personalized and targeted services based on constituent needs 
and preferences 
Leverage dashboards and reporting for constituent service levels, 
performance measurements and trends 
Increase efficiency and productivity 
Decrease costs by servicing constituents through the most cost-
effective channels 
Increase efficiency by servicing constituents with consistent 
processes 
Streamline operations and improve response times by automating 
business processes 
Make better decisions with real-time, action-oriented alerts, 
notifications and information analysis 
Total Items Retained 
Public 
X 
X 
X 
X 
X 
X 
X 
7 
Private 
X 
X 
X 
X 
X 
X 
6 
Key: Items retained are denoted with 'X' 
4.10 Hypotheses Testing Using Independent Samples T- test 
Independent sample t-test was conducted to evaluate whether there were any 
significant difference between the various constructs of interest for private and 
public sector insurance firms. The Independent-Samples t-test procedure determines 
the significance of the difference between two sample means. Table 2 shows two 
tests of the difference between the two groups (Private and public sector insurance 
firms). One test assumes that the variances of the two groups (Private and public 
sector insurance firms) are equal. The Levene's statistic tests this assumption. 
Therefore, we assume that the groups (private and public sector insurance firms) 
have equal variances and ignore the second test. 
The t column displays the observed t statistic for each sample, calculated as the ratio 
of the difference between sample means divided by the standard error of the 
difference. The (^column displays degrees of freedom. For the independent samples 
t-test, this equals the total number of cases in both samples minus 2. The column 
labeled Sig. (2-tailed) displays a probability from the / distribution with 558 degrees 
of freedom. The value listed is the probability of obtaining an absolute value greater 
than or equal to the observed / statistic, if the difference between the sample means 
103 
is purely random. The Mean Difference is obtained by subtracting the sample mean 
for group 2 (private sector insurance firms) from the sample mean for group 1 
(public sector insurance firms). The 95% Confidence Interval of the Difference 
provides an estimate of the boundaries between which the true mean difference lies 
in 95% of all possible random samples of 560 firms. If the significance value of the 
t'test is lower than 0.05, then (p<.05, p = 0.000) we conclude that there is indeed a 
significant difference. 
Table 4.35: Group Statistics 
CRM Goals 
CRM Principles 
CRM technology 
Considerations 
CRM Technology 
Implementation Effects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before & After CRM 
Implementation 
Value Proposition 
Org. 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
Public 
Private 
N 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
412 
148 
Mean 
1.4130 
1.0928 
1.5445 
.9595 
1.4886 
.8649 
1.5094 
.8640 
1.4948 
.9099 
1.5061 
.8941 
1.5005 
.8973 
1.4745 
.8953 
.9133 
.8941 
SD 
.24523 
.23484 
.52193 
.44315 
.32078 
.29281 
.32161 
.28382 
.23231 
.20689 
.62634 
.46986 
.39102 
.37939 
.59801 
.57515 
.31453 
.32481 
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Table 4.36: Independent Samples T-test Results 
CRM Goals 
CRM Principles 
CRM Technology 
Considerations 
CRM Technology 
Implementation EfTects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before & After CRM 
Implementation 
Value Proposition 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
EVA 
EVNA 
Levene's Test for 
Equality of 
Variances 
F 
.000 
9.393 
5.607 
2.159 
2.022 
6.325 
.040 
.034 
.180 
Sig. 
.988 
.002 
.018 
.142 
.156 
.012 
.841 
.853 
.672 
T-test for Equality of Means 
t 
13.779 
14.064 
12.152 
13.121 
20.749 
21.661 
21.578 
22.885 
27.020 
28.534 
10.838 
12.378 
16.223 
16.455 
10.209 
10.398 
.631 
.621 
Df 
558 
269.909 
558 
303.086 
558 
282.311 
558 
291.684 
558 
289.097 
558 
344.379 
558 
266.698 
558 
268.845 
558 
252.468 
Sig. (2-tailed) 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.000 
.529 
.535 
Key: EVA=Equal Variances Assumed; EVNA=Equal Variances Not Assumed 
H2: Significant differences do not exist in CRM goals of public and private 
sector insurance firms. 
T Test results show that p<0.05 [t (558) = 13.779, p=0.00] indicating that 
significant differences exist in CRM goals of private and public sector 
insurance firms. Thus, the Hypothesis H2 could not be accepted. 
H3: Significant differences do not exist in CRM principles of public and 
private sector insurance firms. 
T Test results show that p<0.05 [t (303.086 = 12.152, p=0.00] indicating that 
significant differences exist in CRM principles of private and public sector 
insurance firms. Thus, the Hypothesis H3 could not be accepted. 
H4: Significant differences do not exist in CRM technology) considerations of 
public and private sector insurance firms. 
T Test results shows that p<0.05 [t (558) = 13.779, p=0.00] indicating 
significant differences exist in CRM technology considerations of private 
and public sector insurance firms. Thus, the Hypothesis H4 could not be 
accepted. 
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H5: Significant differences do not exist in CRM technology implementation 
effects of public and private sector insurance firms. 
T Test results shows that p<0.05 [t (291.684) = 21.578, p=0.00] indicating 
significant differences exist in CRM technology implementation effects of 
private and public sector insurance firms. Thus, the Hypothesis H5 could not 
be accepted. 
H6: Significant differences do not exist in customer satisfaction of public and 
private sector insurance firms. 
T Test results shows that p<0.05 [t (289.07) = 27.020, p=0.00] indicating 
significant differences exist in customer satisfaction of private and public 
sector insurance firms. Thus, the Hypothesis H6 could not be accepted. 
H7: Significant differences do not exist in customer communication of public 
and private sector insurance firms. 
T Test results shows that p<0.05 [t (344.37) = 10.838, p=0.00] indicating 
significant differences exist in customer communication of private and public 
sector insurance firms. Thus, the Hypothesis H7 could not be accepted. 
H8: Significant differences do not exist in CRM benefits of public and private 
sector insurance firms. 
T Test results shows that p<0.05 [t (266.69) = 16.223, p=0.00] indicating 
significant differences exist in CRM benefits of private and public sector 
insurance firms. Thus, the Hypothesis H8 could not be accepted. 
H9: Significant differences do not exist in before and after CRM 
Implementation of public and private sector insurance firms. 
T Test results shows that p<0.05 [t (268.84) = 10.20, p=0.00] indicating 
significant differences exist in CRM before and after CRM implementation 
of private and public sector insurance firms. Thus, the Hypothesis H9 could 
not be accepted. 
HIO: Significant differences do not exist in value prepositions of public and 
private sector insurance firms. 
T Test shows that p>0.05 [t (252.46) = 0.631, p=0.00] indicating significant 
differences do not exist in CRM value proposition of private and public 
sector insurance firms. Thus, the Hypothesis HIO could was accepted. 
Thus, through Independent samples t Test, significant differences were 
observed in the mean scores of nearly all CRM initiatives constructs for 
public and private sector insurance companies except for value proposition. 
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CHAPTER 5: DISCUSSION AND FINDINGS 
Chapter Overview 
This chapter is divided into two parts. The first part of this chapter discusses the 
summary of the results and second part discusses the result and findings of the 
Research along with conclusions and proposed recommendations and suggestions. 
5.1 CRM Constructs of Interest in Insurance Sector 
Since there were one hundred and thirty-six items present in the data set, principal 
components analysis conducted to reduce the number of items. The principal 
components method of extraction begins by finding a linear combination of 
variables (a component) that accounts for as much variation in the original variables 
as possible. It then finds another component that accounts for as much of the 
remaining variation as possible and Is uncorrelated with the previous component, 
continuing in this way until there are as many components as original variables. 
Factor analysis was done separately for public and private insurance sector. Thus, 
the CRM constructs for public and private sector will mainly include CRM goals, 
CRM principles, CRM technology considerations, CRM implementation effects, 
customer satisfaction, customer communication, CRM benefits, before and after 
CRM Implementation and Value Proposition. 
The factor analysis resulted in identifying dimensions that described CRM 
Comparison constructs for public and private insurance sector. Thus the various 
items that fall under various CRM constructs for public and private sector can be 
summarized as follows. 
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Table 5.1: Summary Table for CRM Constructs for Public and Private Sector 
Insurance Companies 
CRM Construct 
CRM Goals 
CRM Principle 
CRM Technology 
Considerations 
CRM Technology 
Implementation 
Effects 
Public Sector 
Fully integrate sales and marketing 
with customer service, supply chain, 
online and accounting 
Audit and map the touch points and 
processes that affect customers 
Prioritize processes based on their 
importance to customers and their 
impact on the Enterprise's strategic 
CRM objectives 
Identify the key processes from the 
customer's perspective 
Improve Customer Satisfaction 
Increase Profits 
Incorporate consistent & integrated 
customer view across channels 
Implement effective sales & 
complaint management system 
Incorporate excellent analytics 
Extending services beyond core 
Business 
Identify price-elasticity of demand 
by segments 
Technology Balance 
Capture customer data from across 
the enterprise 
Consolidating acquired customer-
related data in a central database 
and analyses 
Use processed data at touch points 
Adapt to new levels of usage 
Different client's platform 
Integration Options 
Violation of Confidentiality 
Information Risks 
Initial Cost 
Implementation Cost 
Integration of Customer Information 
across agencies 
Attract right skilled work force 
Customization 
Integration 
Software and/or consulting vendor 
over promised 
Software lacks key functionality 
Private Sector 
Audit and map the touch 
points and processes that 
affect customers 
Quantify and prioritize these 
processes according to their 
impact on strategic CRM 
Customer Service and support 
Implement effective sales & 
complaint management system 
Manage campaigns 
Increased agency staff 
efficiency 
Increased Customer Service 
Unearth end-user served and 
un-served markets 
Reduced Technology cost 
Data and System Support 
Organization readiness 
CRM must adapt to evolving 
business priorities 
CRM delivers measurable 
business benefits 
Consider price and total cost 
of ownership carefully 
Adapt to new levels of usage 
Reliability 
Different client's platform 
Data Integrity 
Violation of Confidentiality 
Information Risks 
Privacy 
Customization 
Integration 
Lack of executive sponsorship 
and leadership 
Software and/or consulting 
vendor over promised 
Unstable or buggy software 
Software lacks key 
functionality 
108 
CRM Construct Public Sector Private Sector 
User adoption problems Integration with legacy 
systems too difficult 
Customer 
Satisfaction 
My company is very concerned with 
security for transactions 
My company's words and 
promises are reliable 
Employees of the company shows 
respect to customer 
My company fulfils its 
obligations to customers 
I have confidence in my company's 
services 
My company provides timely 
and trustworthy information 
My company is flexible when its 
services are changed 
Information provided by my 
company is accurate 
My company is flexible in serving 
customer needs 
My company has knowledge 
about the market trend 
My company has knowledge about 
msurance services 
My company provides timely 
information regarding value of 
policy 
My company is able to answer 
questions about the policy or 
procedures for making changes 
My company is concerned 
with matching my insurance 
needs with my ability to pay 
My company provides timely 
information regarding value of 
policy 
My company follows through 
on promised services 
My company tries to avoid potential 
problems 
My company tries to solve 
problems before they create 
conflicts 
My company tries to solve problems 
before they create conflicts 
Assisted Service through Call-
Center 
Assisted Service through Call-
Center 
Self Service through Internet 
Self Service through Internet I am completely satisfied with 
information quality 
Differentiated Service Levels based 
Service for different customer 
segments 
My experiences with the 
company responsiveness have 
always been good 
I am completely satisfied with 
information quality 
I am very satisfied with 
service quality offered by my 
company 
I am very satisfied with service 
quality offered by my company 
If I had to do it all over again, 
I would still choose to use the 
same company 
Customer 
Communication 
Universal Reach Universal Reach 
Automated processes Multichannel 
Automated processes 
CRM benefits 
Improved profitability comparisons 
for different prospect types 
Improved visibility to win-rate 
comparisons for different 
prospect types 
Accurate profitability comparisons 
for policies sold through different 
channels 
Providing user-friendly 
mechanism 
Providing online access to product 
information and technical assistance 
round the clock 
Storing customer interests to 
target customers selectively 
Identify what customer's value and 
devise appropriate service strategies 
Identify what customer's value 
and devise appropriate service 
strategies 
Increased efficiency through 
automation 
Increased efficiency through 
automation 
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CRM Construct 
Before and after 
CRM 
Implementation 
Effects 
Value Preposition 
Public Sector 
Ability to make product 
recommendations during support 
requests 
Reduction in time spent analyzing 
data to correct contradictory data 
from sales 
Share and leverage information 
across departments and agencies 
Provide consistent communications 
across delivery channels- agency 
offices, contact centers, and 
constituent self-service 
Leverage dashboards and reporting 
for constituent service levels, 
performance measurements and 
trends 
Increase efficiency and productivity 
Decrease costs by servicing 
constituents through the most cost-
effective channels 
Increase efficiency by servicing 
constituents with consistent 
processes 
Make better decisions with real-
time, action-oriented alerts, 
notifications and information 
analysis 
Private Sector 
Electronic distribution of 
customer sales reports 
Reduction in time spent 
analyzing data to correct 
contradictory data from sales 
Achieve a single, real-time 
view of the constituent 
Deliver single point access to 
programs and services 
Create personalized and 
targeted services based on 
constituent needs and 
preferences 
Increase efficiency and 
productivity 
Increase efficiency by 
servicing constituents with 
consistent processes 
Streamline operations and 
improve response times by 
automating business processes 
Source: Presented by the researcher on the basis of present study. 
In the private sector where a working definition of CRM would be to "maximize the 
value of customers to the organization by efficient acquisition, retention and 
penetration of customers". CRM in the public sector is a relatively recent 
phenomenon. Here, the definition of CRM is usually "to improve levels of services 
to citizens whilst optimizing cost to serve (Dickie, 2004)".The implementation and 
operation of CRM software in the private sector often focuses on increasing sales, 
customer retention and profits. Public sector doesn't sell many products or services, 
and most don't expect CRM to increase revenue (Levine, 2003). In the public sector, 
CRM is primai-ily concerned with efficiently delivering services to citizens. In the 
private sector, the number of products and services are often in the thousands, while 
the services offered by a government, particularly at the state and local level, and 
generally range in the dozens to the hundreds. 
CRM strategies and CRM software have become a powerful combination in helping 
not for profit, public sector and government agencies meet their organizational 
missions (MacSweeney, 2000). Public sector CRM comes in many forms and may 
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include Constituent Reiationsliip Management, Customer Relationsiiip 
Management, economic development, outreach programs, trade promotion, case 
management, help desk, call center, 3-1-1 and citizens self service to name only a 
few. Public sector has embraced CRM principles to address the opportunities and 
challenges of delivering improved public services with increased effectiveness. 
CRM methods, processes and lessons learned in the private sector have been 
adapted and extended for public sector application. 
CRM may operate differently in private and public sectors, but the most effective 
CRM methods used in the private sector can be transferred to the public sector 
relatively painlessly. At the highest level, the use of CRM strategies and 
accompanying software solutions in the public and private sectors is similar in two 
fundamental ways. Both use CRM to focus on the customer while helping improve 
service delivery and customer care and both use the same underlying technology 
and principles. The biggest difference between both sectors is the type of customer 
that each serves. Many reasons that Private sector businesses use CRM also apply to 
the public sector: cost reduction, product and service delivery improvement, 
increased customer knowledge and better employee morale, among others. The 
value proposition for both public and private CRM is alike. 
In the private sector, service delivery levels are often based upon the customers' 
current or future financial value to the company. This often means that CRM 
strategy is used by industry to ensure that high value customers get the highest 
service, while as many transactions as possible are automated when addressing 
lower value customer needs. With firms, CRM systems are used to manage a large 
number of clients, using as small a number of processes as possible, to maximize a 
high number of products and services. Efficiency and customer segmentation drive 
operating margins and profitability. 
In the public sector, each customer must be valued equally. Public sector's goal is to 
provide each customer with a service customized to his or her needs. CRM 
facilitates easier citizen transactions with governments so that the customer's needs 
are understood and agencies can deliver the best services to address them. In the 
public sector, public sector CRM software addresses a very large number of 
customers, using a small number of processes, to maximize a growing number of 
products and services. Efficiency in processes reduces costs (Hewson, 2003). 
Another key difference with regard to clients is that public sector cannot choose 
their own customer base for most services. Priority users of some services are often 
the most disadvantaged and the least able to be active in the 
relationship. Meanwhile, commercial organizations can choose to simply ignore a 
section of populace if they wish. In other words, the private sector concentrates on 
the customers who buy actively and deliver most profit while government's focus on 
the section of society that is most needy, often least wealthy and least active. 
To be an effective public sector firm, it must offer channels that have universal reach 
and affordability. Public sector CRM systems typically offer and accommodate 
multi-channel communication, or in other words, customer contacts through email, 
postal mail, internet, telephone, facsimile or in-person. This differs from the private 
sector, which has more control in dictating which CRM channels shall be used for 
varying types of customer and designated contacts. Thus customer communication 
modes and procedures differ significantly for both public and private sector 
Insurance firms. 
The CRM is a technology-driven initiative that helps to align changing the product 
and process focus and align their operation to cater to the needs of customer. Private 
sector has few restrictions on operational aspects of information technology, while 
governments are often faced with statutory requirements involving security, legal, 
and accessibility issues. Such constraints include preserving audit trails, assuring 
privacy, adapting to changing regulations, and security certifications. 
In the public sector, one of the toughest issues with CRM software implementation 
is the internal resistance that management and technicians face. Some government 
workers have more freedom to resist change for personal, bureaucratic, personnel, or 
political reasons than do private sector employees, who are more responsive to 
management and tend to embrace technology as a necessary force for profitability 
and success. There are significant differences in the CRM issues and environments 
faced by the public and private sectors, and that businesses should have an easier 
time in applying CRM systems, the underlying strategic value for public sector is 
clear. With customers demanding more service and accessibility from 
administrators, public sector CRM software technologies such as one-stop databases, 
call centers, multi-channel communication channels, and citizen self-service are the 
best solution for achieving process and cost objectives. 
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There is also change over in customer care, where private sector and public sector 
CRM methods of contact and case management are often similar. The main 
difference is that in the private sector, a key advantage of CRM is its use in 
determining service levels, whereas the public sector generally values customers 
equally. The tools and CRM software used, however, remain the same. Deployed 
correctly, private sector CRM models can be highly effective in the public sector. 
The models move even closer together due to the customization possible with some 
of the modem commercially available CRM products. This means that not just the 
principles can be adapted: private and public sectors can even use the same CRM 
software. 
5.2 Comparison of CRM Constructs of Public and Private Insurance Companies 
Independent sample t-test was conducted to evaluate whether there is any significant 
difference between CRM goals of private and public sector insurance firms. The 
Independent-Samples t-test procedure determines the significance of the difference 
between two sample means. One test assumes that the variances of the two groups 
(private and public sector insurance firms) are equal. The Levene statistic tests this 
assumption. The significance value of the statistic is greater than 0.05 for all 
questions. 
Therefore, we assume that the groups (Private and public sector insurance firms) 
have equal variances and ignore the second test. The significance value of the t-test 
is lower than 0.05 for all questions (P = 0.000, Table 2). Therefore, we conclude that 
there is indeed a significant difference in CRM constructs. This can be summarized 
as given in the Table 5.2. 
The higher mean scores in case of nearly all CRM constructs for public sector 
insurance companies can be attributed to the increased attention by the sector on 
CRM initiatives on account of entry of private players. Significant differences were 
not found for value propositions between the sectors. Thus the underlying principles 
vis-a-vis CRM methods for public and private insurance companies are 
interchangeable. 
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Table 5.2: Comparison of CRM Constructs for Public and Private Insurance 
Companies using T-test 
Dimensions 
CRM Goals 
CRM Principle 
CRM Technology 
Considerations 
CRM Technology 
Implementation Effects 
Customer Satisfaction 
Customer 
Communication 
CRM Benefits 
Before and After CRM 
Implementation 
Value Proposition 
Public 
(N=412) 
Mean Score 
1.413 
1.544 
1.488 
1.5094 
1.494 
1.506 
1.500 
1.474 
0.913 
Private 
(N=148) 
Mean Score 
1.093 
0.959 
0.320 
0.864 
0.909 
0.626 
0.894 
0.598 
0.894 
T-statistic 
t[558]=13.779, 
p=0.00 
t[303.086]=12.152, 
p=0.00 
t[282.311]=20.152, 
p=0.00 
t[291.684]=21.578, 
p=0.04 
t[289.07]=27.020, 
p=0.00 
t[344.37]=10.838, 
p=0.00 
t[266.69]=16.223, 
p=0.00 
t[268.84]= 10.20, 
p=0.00 
t[252.46]=0.631, 
p=0.00 
R 
S 
S 
s 
s 
s 
s 
s 
s 
N 
Pub 
t 
t 
t 
t 
t 
t 
t 
t 
o 
Pvt 
; 
4-
i 
i 
4. 
; 
i 
i 
*-> 
Key: R: Remark; N: Differences Not Significant; S: Differences Significant; [ ]: Figures in 
parenthesis are degrees of freedom (df) 
t arrows indicate instances of liigher mean scores where differences are significant 
4- arrows indicate instances of lower mean scores where differences are significant. 
«-> arrow indicates that there are no significant differences between the mean scores 
Thus as it is evident from the t test results that there exist significant differences 
between the CRM constructs of public and private insurance firms. This implies that 
CRM goals of public and private insurance companies differ. It appears public sector 
concentrates on consistent and integrated customer view across channels, increased 
customer service, delivering quality service and reduced technology cost. Whereas, 
private sector concentrates on consistent and excellent analytics, improved 
profitability, support process integration and delivering quality service (Heide, 1998; 
Borys & Jemison, 1999; Evans & Leskin, 2000). This comparison will help in 
identifying suitable relationship partners who have the necessary expectations and 
capabilities to fulfill mutual goals for both the sectors. This comparison will also 
help in evaluating CRM performance by comparing results achieved against 
objectives. 
It is clear that value propositions for both the sectors are similar. Both sectors have 
value proposition in the order, achieve single real time value, deliver single point 
access, increase efficiency and productivity, make decision with real time action 
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oriented alerts, share and leverage information across department. This will help in 
the value creation process for both the sectors. The three key elements of the value 
creation process are: determining what value the company can provide for its 
customers (value the customer receives); determining what value the company can 
extract from its customers (value the organization receives); and, by successfully 
managing this value exchange, maximizing the lifetime value of desirable customer 
segments (Cockbum, 2000). 
The value the customer receives is the total package of benefits he or she derives 
from the core product or service. The aim is to create a value proposition, which is 
superior to and more profitable than those of competitors are and which delivers a 
seamless customer experience. Optimize the value delivered from existing CRM 
assets and operational capabilities. The similarity in value propositions suggests the 
possibility of value and risk sharing partnerships between the sectors. This is in line 
with the findings of Crook et al, (2004). 
The findings suggest significant difference in customer communication between the 
sectors at the aggregate level while similarities are noticeable at the item level viz. 
universal reach, affordability, automated process and multi channel. Thus, it can be 
surmised that both the sectors concur on maximizing the ease with which customers 
can access services, offer multiple access points/channels to accommodate 
individual needs and preferences of customers serve to deliver a unique customer 
experience (Hewson, 2003). There exist significant differences between the sectors 
vis-a-vis customer satisfaction. In the public sector, customer satisfaction is mainly 
concentrated on building trust, communication, Benefits & Problem solving. While 
in case of private sector, the emphasis is on building commitment, competence, 
benefits & communicafion. This clearly envisages the various areas to be 
concentrated by both the sectors to build customer satisfaction. 
Thus both the sectors should understand the context of the customer's service 
requirements. Both the sectors need to start with the high impact/ high cost/ high 
value customer bases while implementing CRM solutions. Subsequently benchmark 
and share information with other companies in line with the same CRM 
implementation challenges as public sector has a culture of sharing best value 
practices (Raimo, 2005). It is also evident that since both sectors have similar value 
propositions, public sector organizations would do well to consider the many 
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different ways through which private sector companies have made progress with 
CRM and how some private sector practices might be adapted to enable existing 
public sector CRM assets to be used more effectively, perhaps even working with 
the private sector. 
As per the t test it is clear that both the sectors have significant differences in CRM 
principles & technology. Technology includes all of the equipment, software and 
communication links that organizations use to enable or improve their processes 
(Stowell, 2005). Technology enables role of customer passive recipient to active 
designer (Slywotzky, 2000). The public sector CRM technology considerations are 
capturing customer data across various channels, using processed data at touch 
points, adapting to evolving business priorities & consideration of price and total 
cost ownership. The private sector CRM technology considerations revolve around 
consolidating acquired customer related data, distribution to various customer touch 
points, delivering measurable business benefits & consideration of price and total 
cost ownership. Public sector entities are focusing on technology to address their 
service access priorities but they are yet to embrace CRM in totality. 
CRM implementation in public sector differs from private sector. Public sector 
organizatons are receptive to the possibilities of partnering with each other and with 
private-sector organizations. They have to facilitate information sharing and reduce 
concerns of acquiring skilled work force and cost pressures. However, they lack the 
capabilities for proper CRM implementation as they are not investing in educating 
customers and building awareness of offerings and channels. Public sector CRM 
implementation concerns include competing budget priority, integration of customer 
information, provision for future conversion &. provision for future conversion. The 
private sector concerns include internal Resistance, lack of change management 
skills, provision for future conversion & measuring success with goals. The impact 
of CRM is real and the failure to implement it effectively seems to be typical. This is 
a disturbing scenario because of the accumulation of factors that now need to be 
tackled, the lack of expertise to resolve them and the lack of time in which to 
respond appropriately. 
The public sector values CRM benefits with respect to customer loyalty, increased 
analysis of marketing program effectiveness & improved visibility to win-rate 
comparison. The private sector values CRM benefits mainly as accurate profitability 
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comparison, improved profitability comparison & improved customer loyalty. 
Whereas the benefits of CRM for both the sectors should incorporate ability to retain 
loyal and profitable customers and channels for rapid growth, acquiring right 
customers who drive growth and profit margins and increasing individual customer 
margins (Johri & Govind, 2000). Enlisting these values in CRM benefits will 
provide both the sectors a more focused approach in CRM implementation 
programmes. 
5.3 Recommendations & Suggestions 
Wilson, (2002) classified relationship marketing research directions into three 
levels: concept, model and process research. Several scholars and researchers have 
enriched our literature with relevant CRM concepts and constructs. These include 
constructs such as goals, trust, communication, shared values, satisfaction and 
commitment (Smith & Barclay, 1997; Donney & Cannon, 1998; Morgan & Hunt, 
1998; Hewson, 2003; Crook et ai, 2004; Schimdth, 2005;. Anderson & Narus, 
(1999) and Dwyer et al. (2001) along with various other scholars have contributed 
towards our understanding of CRM process. The study by Meder & Robert, (2001) 
helped in framing CRM constructs with respect to insurance sector. Johri & Govind, 
(2000) gave an insight into various satisfaction parameters. Although studies relating 
to the development of CRM objectives are still lacking, the conceptual model on 
customer expectations presented by Sheth & Mittal (1998) are in line with objectives 
of our research. 
The CRM challenges for insurance companies today can be summarized as moving 
from direct to independent agent model, offering a wide range of products to drive 
revenue, lacking a unified view of customers, accessing multi legacy system for key 
data, having poor or ineffective tool to many relationships with producers and clients 
and Regulatory Compliance (John Cain , 2008).The study by Hewson, (2003), 
Crook et al., ( 2004) helped in conceptualizing the comparison parameters for public 
and private sector insurance firms. Research findings by Michael & David (2003) 
generalized the similarities and differences among public and private insurance 
firms. 
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Table 5.3: Comparison of Ideal & Current CRM Practices 
Comparison 
Parameters 
Customer 
Satisfaction 
Customer 
Communication 
Technology 
Considerations 
Implementation 
Value Propositions 
Ideal CRM Practice 
Generate insights into 
needs to deliver a 
Personalized 
experience & develop 
a single view of the 
customer; 
Optimize the easy 
access for services; 
offer multiple access 
points to deliver a 
unique customer 
experience. 
The integration of 
customer data across 
agencies continues to 
be a key challenge. 
Configure services 
and delivery into 
solutions that meet 
specific customer 
needs. 
Build a customer 
service culture and 
provide superior 
performance. 
Current Practice 
Public Sector 
Provision of new service 
is a key driver for public 
sector, 
With limited ability to 
optimize the use of data 
to deliver better services. 
Introducing new channels 
but not capturing and 
aggregating data to 
provide customer 
insights. 
Inadequate information 
systems integration. 
Entering into outsourcing 
relationships (for 
strategic advice, IT 
and, in some cases, call 
center management). 
Adopting long-term 
enterprise-wide approach 
to CRM, 
with people and processes 
as well as technology. 
Current Practice 
Private Sector 
Segmentation by some 
firms, few are using it 
effectively to tailor 
services through 
preferred channels. 
True multi-channel 
access is not yet reality 
for the majority of 
firms and struggling 
with integration issues. 
Focused on the 
technological 
challenges of CRM, but 
need to integrate 
technology, people and 
processes. 
Form linkages within 
the organization and 
with other outside 
organizations; 
Staff motivation and 
skill development will 
form the foundation for 
successful CRM. 
Source: Eckerson & Wayne (1994). How to architect a CRM solution, Boston, MA: Patricia 
Seybold and Company Publishers. 
The use of CRM in the pubHc and private sectors is similar in two ways. Both use 
the same underlying technology and principles, and both use CRM to help improve 
customer care. However the major difference between both sectors can often lie in 
the way in which each regards the customer. In the private sector, the level of 
service given to each customer is sometimes seen to be based upon his or her current 
or perceived future value to the organization (Webster, 2006). This often means that 
CRM is used by some organizations to ensure that high value customers get a high 
level of service, while as many transactions as possible, are automated, when it 
comes to low value customers. In the private sector, CRM is used to manage a large 
number of customers, using a small number of processes, to maximize a small 
number of products and services. 
In the public sector each customer is valued equally. The sector's goal is to provide 
each customer with a service tailored to his or her needs. CRM can ensure that 
dealing with a customer is simple, that the customer's needs are understood and that 
they are delivered the correct services. Further, in the public sector, CRM is used to 
serve a large number of citizens, using a small number of processes, to maximize a 
large number of products and services. 
Given below are the some observations relating to public and private insurance 
companies. 
• The public sector can get many benefits from CRM, by learning from the 
experience of the private sector and avoiding its mistakes. 
• The main CRM constructs that differentiate public and private sector CRM 
includes CRM goals, technology and implementation, customer base and 
communication, customer satisfaction, benefits and after adoption effects of 
CRM. 
• Public CRM demands capable top management to tackle the more complex 
organizational issues of CRM, rather than using technology to drive change. 
• Public sector insurance firms would do well to consider the many different ways 
through which private sector companies have made progress with CRM and how 
some private sector practices might be adapted to enable existing public sector 
CRM assets to be used more effectively, perhaps even by collaborating with the 
private sector. 
• The public sector has rarely developed resources to design, build and optimize 
CRM. 
• The performance measurement culture already apparent in public service may 
provide the right discipline to move forward in CRM implementation 
programmes. 
• Public and private insurance firms should understand the determinants of both 
satisfaction and cost before planning CRM initiatives, and should develop 
measurement mechanisms for them. 
• The various factors that form the basis for differences in CRM technology and 
implementation with respect to both the sectors are scalability, security and cost. 
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This is in accordance with the previous studies conducted in this area by 
Greenberg (2005). 
• The study clearly reveals that public sector CRM looks at improved customer 
loyalty as the main benefit of CRM adoption. Private sector considers increased 
profitability as main benefit of CRM. This is in line with the findings of Van 
Delm (2003). 
• Public sector does not have much choice in terms of customer base, while 
private sector eyes on high value customers. This establishes the need for 
different approaches in CRM underlying technology and principles. 
• The importance of customer satisfaction measures in CRM constructs and 
establishment of criteria to differentiate the same includes reliability, loyalty, 
expertise and perceived satisfaction. These findings are in line with previous 
studies by Crook (2002). It has been clearly established in the present study that 
measure of CRM implementation effectiveness is directly related to customer 
satisfaction as effective CRM practices results in improved customer 
satisfaction. 
• The present study establishes the improved performance of both the sectors after 
adoption of CRM initiatives. This suggests the need for focus on CRM 
implementation in public and private insurance sector. This is in line with 
findings of previous study by Hewson (2003). 
5.4 Suggested Marketing Strategies 
The study envisages various suggestions for practitioners from public and private 
sector insurance companies. From the table below it is clear that public sector CRM 
practitioners have to focus their CRM goals on prioritization of activities and 
resource sourcing for optimizing CRM. Whereas, private sector has to optimize 
organization's data capabilities and prompt creation and systematic review of plans. 
As far as CRM technology and implementation concerns are considered, public 
sector has to avoid mere CRM technology push and continue the service access 
priorities whereas private sector has to integrate process and technology. For 
improved customer satisfaction in public sector, marketers have to offer multiple 
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channels and deliver preferred services. In case of private sector, they have to 
provide multi channel access and single customer view. 
Table 5.4: Summary Table for Suggested Marketing Strategies 
CRM Constructs 
CRM Goals 
CRM Principles 
CRM Technology 
Considerations 
Customer 
Satisfaction 
Customer 
Communication 
Customer Base 
Value propositions 
CRM benefits 
Suggested Marketing Strategies 
Public Sector 
Fully integrate sales and marketing 
with customer service, supply chain, 
online and accounting 
Prioritize processes based on their 
importance to customers and their 
impact on the Enterprise's strategic 
CRM objectives 
Implement effective sales & 
complaint management system 
Capture customer data from across the 
enterprise 
Understand that CRM philosophy 
Involves not just technology but also 
changes to the proposition. 
Focusing on technology to address 
the service access priorities & need to 
embrace CRM as a whole-of-business 
approach. 
Manage the wider Technological 
issues discussed in this report. 
Effectively to tailor services or 
deliver through preferred channels. 
Develop or build offerings that meet 
customers' specific needs and 
intentions. 
Offer multiple channels to access 
company services. 
Opening new channels for customer 
interaction is critical to enhancing 
customer service 
Involve customers from the "target" 
market in CRM project definition. 
Establish separately value proposition 
for organization & customers. 
Overcome competing budget priorities 
In-corporate change management 
skills /experience 
Improved visibility to win-rate 
comparisons for different prospect 
types 
Providing user-friendly mechanism 
Private Sector 
Quantify and prioritize these 
processes according to their impact 
on strategic CRM 
Implement effective sales & 
complaint management system 
Unearth end-user served and un-
served markets 
Integration of customer databases 
into an organization wide database 
Seamlessly integrate processes 
and technology to enable superior 
delivery and minimize cost 
Identification of IT components of 
application & data integration. 
Integrated enterprise wide 
business planning & transaction 
system to enmesh CRM 
technology. 
Multi-channel access to be made 
and solve integration issues. 
Establish a single view of the 
customer & generate insights into 
behaviors/needs to deliver a 
personalized experience. 
Develop Capabilities to focus on 
meeting customers' needs and 
expectations. 
Design an integrated suite of 
channels that provides easy access 
and effective processes for 
interaction 
Unique offering per identified 
segment & in corporate service 
driven CRM initiatives. 
Cost- effectively craft value 
proposition that makes the most 
sense for each customer segment or 
sub-segment. 
Deliver anticipated benefits 
Establish business case to invest in 
CRM 
Improved profitability comparisons 
for different prospect types 
Accurate profitability comparisons 
for policies sold through different 
channels. 
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CHAPTER 6: MANAGERIAL IMPLICATIONS OF THE STUDY 
6.1 Managerial Implications of the Study 
CHAPTER 6: MANAGERIAL IMPLICATIONS OF THE STUDY 
Chapter Overview 
This chapter discusses in detail the managerial implications of the study. 
6.1 Managerial Implications of the Study 
Implementing a fully functional CRM capability will allow public sector insurance 
firms to build customer-oriented relationships that ensure customers receive 
consistent and appropriately personalized services, efficiently and effectively (Singh 
& Anuroop, 2000). On the basis of the findings of the present study, it can be safely 
said that progress toward this vision has been mixed to date. Findings also throw 
light on the extent to which public sector lags behind the private sector in 
developing intelligent customer interactions driven by customer intentions. No doubt 
some of these public sector insurance companies have progressed to deliver multi 
channel interaction. But there are many who have implemented little or no service 
automation. 
Insurance firms can point to specific reasons for their continuing struggle to match 
customers' growing expectations. Overall, we see the major challenge being the 
failure to put the basic building blocks of CRM solidly in place when implementing 
customer service delivery initiatives (Porter & Mitchael, 2001). In this context, the 
study offers an insight into "state of play" compared to "ideal" practices and the 
current practices in vogue vis-a-vis each of the CRM constructs in the public and 
private sector insurance organizations. Another aspect that needs to be brought to the 
notice of the stakeholders is that public sector and private sector can mutually 
benefit from each other's successes and mistakes. 
Based on the findings, key managerial implications of this study are listed below: 
> Firstly, this study can be of immense importance to practitioners in insurance 
sector as it presents refined scales for measuring various CRM constructs of 
interest for public and private sector companies. This can be of immense help 
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to both the sectors in developing successful strategies for implementing 
CRM programmes. 
> The study clearly demonstrates that the CRM value proposition for both the 
sectors are similar. This envisages the possibility of interchangeability and 
successful dovetailing of CRM methods and practices from both the sectors. 
> The study confirms that significant differences exist in terms of CRM goals 
between the sectors. This can provide necessary insight to CRM consultants, 
as they can better understand the objectives of CRM implementation 
initiatives. 
> The present study demarcates clear division of customer base for both the 
sectors. This can help to CRM experts as it emphasizes the need to better 
understand the target audience and thus remove any ambiguity. 
> The study envisages customer satisfaction measures for both the sectors with 
respect to CRM implementation initiatives. These can be relied upon by 
practitioners to streamline their business strategy in general and customer 
related strategies in particular. 
> Importance of CRM technology and implementation considerations 
discussed in the study can provide much needed inputs to CRM technology 
experts so that they can focus on areas of concern. This can result in huge 
cost savings in CRM implementation. 
> The findings of this study confirm the fact that there was an improvement in 
performance in various functional areas after adoption of CRM initiatives by 
both the sectors. This brings into focus the need for public and private sector 
insurance companies to put in place systems that take into account a long-
term view of CRM spending. 
> The customer communication considerations for CRM implementation for 
both the sectors can be of great value to CRM technology experts. They can 
evaluate technology considerations while developing insurance sector 
specific CRM technology solutions. 
> For practitioners, process level research on CRM constructs could provide 
useful guidelines in developing and managing successful CRM 
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implementation initiatives tailored for public and private insurance 
companies. 
> In the context of public and private sector insurance companies, the present 
study delineates the key concepts that constitute an integrated approach to 
CRM that can enable companies to create an informed, integrated view of 
their customers and use this information to design and coordinate the 
delivery of services across multiple channels. CRM can thus be described as 
providing public sector with a set of tools and techniques that enable 
intelligent interactions. CRM therefore must utilize information generated 
from all touchpoints to develop insights about the needs and preferences of 
customers; then use these insights to configure services that reflect the needs 
and preferences of clearly identifiable groups of customers; and subsequently 
design an integrated suite of channels that provides easy access and effective 
processes for interaction—to deliver services to the right customers in the 
most efficient way (Wilson & Jantrania, 2006). 
> There is an urgent need for the public sector to change many of its attitudes 
and behaviors - even its culture. Leadership is key in this, as it demands 
capable leaders to tackle the more complex organizational issues of CRM, 
rather than using technology to drive change (because it won't by itself) 
Jackson (2003). Secondly, they need to be realistic about where companies 
are starting from, and where they can afford to go with CRM implementation 
programmes. All public sector insurance firms are constrained from 
providing the services they would like to provide, and customers want them 
to provide. Realism about the actual and desired state is vital in developing 
the route map, and in setting realistic success criteria for the project (Handy, 
2004). Finally, both the sectors have to develop a set of external and internal 
measures against which progress can be monitored. In fact one of the major 
reasons for CRM project failures in the private sector has been the lack of 
focus at what was to be achieved from CRM, at a macro programme level, 
and at a more micro functional or activity level (Sims & David, 2004). 
> Given both the power of CRM implementation targets and their evasiveness 
in the public sector, a check on the why, what and how of targets is one of 
the five critical first steps on the road to performance improvement. Public 
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sector CRM programmes are likely to fail if a heavy-handed and top down 
approach to target setting is imposed (Crook et ai, 2003). The study 
proposes that the key to improving accessibility is not simply replacing 
traditional channels. Rather, based on a clear understanding of individual 
customer preferences, the key is serving customers effectively across a range 
of channels that includes the telephone, e-mail, fax, web, mail and face-to-
face interaction. 
> It is interesting to note that in the present study, senior public sector 
executives included among their critical challenges the difficulty the> 
experienced in formulating a compelling business case to invest in CRM and 
the need to create the appetite for change necessary to drive the 
corresponding change in culture and processes that would lead to a customer-
centric organization. Technology push rarely works in CRM. Given the 
experience of the private sector, public sector organizations need to examine 
carefully how they can manage the various technology differences as 
compared to private sector. The study brings forth various technology driven 
factors on which the public and private sector companies need to 
concentrate. 
> Managers of both the sectors, therefore, can effectively boost their 
performance vis-a-vis trust and customer satisfaction through proper 
implementation of CRM. In fact, it is clear from the study that when 
parameters like trust and customer satisfaction improve, there is positive 
impact on performance. This corroborates findings of previous researchers 
(Keavenchy & Susan, 2000) who noted that both public and private sector 
insurance companies need to ensure that through CRM, customer 
relationships should be effectively managed and nurtured as important assets 
in an effort to improve customer retention and thus profitability. 
> Insurance companies face a daunting challenge in maintaining and increasing 
their competitive edge (Vaidyanathan, 2006). But the study findings that 
emerge from the comparison of public and private sector CRM initiatives 
emphasize the fact that by focusing on three key imperatives—gaining a 
unified enterprise view of customers, retaining customers with superior 
service and controlling costs while expanding—insurance companies can 
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turn challenges into strategic competitive advantage and enhance their long-
term viability and profitability. Given the experience of the private sector, 
public sector organizations need to carefully examine how they can manage 
the wider CRM initiative implementation related issues. 
> The public sector has many "stranded assets" (e.g. information, systems and 
processes for ensuring customers stay in contact) and creative alignments 
with the private sector or with other public sector organizations might help to 
exploit them more effectively and to the customer's benefit (Hewson, 2003). 
Thus, public sector insurance organizations would do well if they consider 
the many different ways through private sector companies have made 
progress with CRM and how some private sector practices might be adapted 
to enable existing public sector CRM assets, especially "stranded assets", to 
be used more effectively. They should also not be averse to collaborating 
with the private sector. 
> An effective public service performance measurement framework should be 
founded on measures of what matters to customers and how customers judge 
performance (Wynaendts & Alexander, 2007). Perhaps, taking a cue, more 
and more, public sector firms are actively seeking to promote citizen-centric 
as well as more-effective relationships with business. Increasingly, they are 
focusing on the quality of service delivery more than on cost reduction 
through the use of such lower-cost channels as call centers and the internet 
(their earlier emphasis). 
> Many public sector insurance companies are today paying greater importance 
to improved customer service because customers are now accustomed to 
much higher standards of service from the private sector and are increasingly 
intolerant of poor service from public sector firms (Krishnamurthy, 2006). 
This is particularly true in the areas of ease of access, more consistent 
information and convenience, less complex and confusing procedures. As a 
result, public sector performance targets are being shaped to provide 
additional pressure to improve service delivery. As the public pays more 
attention to the efficiency and effectiveness of public sector insurance firms, 
more efforts have to be made to make sure that it will lead to an improved 
service experience. 
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> CRM is an approach that allows public sector insurance firms to dramatically 
improve their relationships with their customers through reorganizing service 
delivery capabilities around customer intentions (Sawyer & Jeffery, 2005; 
Woodside & Lisa, 2006; Sims & David, 2006). There is no denying the fact 
that public sector organizations are increasingly looking towards the CRM 
initiatives of private sector companies to achieve their goals. 
Thus, the findings of the present study validate the long-held belief that CRM is a 
critical success factor for improved business performance in the insurance sector. 
Insurance firms wishing to improve their relationships with customers need to 
constantly monitor their behavior and internal processes that form the bases for their 
CRM initiatives. For the results of an exercise to be meaningful, some benchmarks 
or norms should be used as a basis for comparison. Gruen (2005) too posited that 
one of the reasons for CRM project failures in the private sector is the lack of focus 
at what was to be achieved from CRM. The study also identifies indirect drivers of 
CRM in the public and private sector companies. This is of critical importance to 
insurance firms where for change is high. The study also brings to light the fact that 
public sector lags behind the private sector in the implementation of CRM 
initiatives. 
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CHAPTER 7: FUTURE RESEARCH DIRECTIONS AND CONCLUSIONS 
Chapter Overview 
This chapter is divided into two parts. The first part of this chapter discusses the 
future research directions that could be drawn from this study. The second part 
presents the conclusions based on the present study. 
7.1 Future Research Directions 
As evidenced by the literature review, research on CRM in insurance has grown 
considerably in the past and has provided many insights to researchers, practitioners, 
and policy makers alike. While this research has made significant contributions 
towards highlighting CRM initiatives as a critical insurance business issue for public 
and private sector, it has addressed this matter primarily from a descriptive point of 
view. As it is evident from the study, performance evaluation metrics for CRM 
initiatives should include a set of well-defined CRM constructs. This is in line with 
previous researcher (Srinivasa et ai, 2000). More research can be carried out in the 
areas of performance evaluation metrics for CRM and its impact on set of defined 
goals. 
The current research contributes towards understanding the relationship between 
CRM comparison parameters in public and private insurance firms. This is in line 
with empirical findings reported earlier (Crook et al, 2002; Hewson, 2003). 
Considering CRM comparison parameters in insurance sector, both public and 
private sector are actively seeking to promote customer-centric as well as more-
effective relationships with business. We have found that, increasingly, insurance 
sector is focusing on the quality of service delivery more than on cost reduction 
through the use of such lower-cost channels as call centers and the internet (their 
earlier emphasis). They are also looking to the principles of CRM, as developed and 
applied by private enterprise, to achieve their goals. This reflects a growing 
acceptance that CRM is an approach that allows public sector to dramatically 
improve their relationships with their customers (Zhinkan et ai, 2003).More 
research in this area of use of CRM in public sector for effective customer relation 
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could be undertaken. Research into customer satisfaction leading to retention in the 
area of CRM implementation initiatives can be done in order to fully understand the 
dynamics of satisfaction in public as well as private sector. 
A number of theoretical perspectives developed in economics, law and social 
psychology is being applied in CRM (Mudambi, 1996; Hallen et al, 1998; Dwyer et 
ai, 1999; Noordeweir et al, 2000). More integrative approaches to CRM from al) 
sub-disciplines of marketing could be undertaken. As per our study, the key 
concepts that constitute an integrated approach to CRM enables public sector to 
create an informed, integrated view of their customers and use this information to 
design and coordinate the delivery of services across multiple channels. This is in 
line with previous research in this area as it is stated: "one of the most interesting 
aspects of CRM development is multitude of customer interfaces that a company has 
to manage in today's context (Doney & Cannon, 2000). Thus more research in the 
area of CRM rational databases integration & impact with data warehousing and 
data mining tools could be undertaken. 
Inadequate information systems integration remains a challenge for CRM 
implementation (Kaplan & Norton, 1998).From our study it is evident that public 
sector is introducing new channels but not capturing and aggregating data to provide 
customer insights. Although they made the introduction of web-based services a 
priority, they are struggling to realize the benefits of more traditional voice 
interactions through their call centers. However, many public sector organizations 
have focused much attention on the technological challenges of CRM. They are 
failing to integrate technology, people and processes in totality. As a result, they are 
struggling to reap the expected benefits of CRM. More research could be done on 
information integration of CRM and challenges associated with it. 
Public sector insurance firms are receptive to the possibilities of partnering with 
each other and with private-sector organizations to facilitate information sharing. 
However, they lack the capabilities to make this happen (Gupta & Praveen, 2000). 
Thus, there is an increased need for research on possible partnership options for 
public and private sector insurance firms on CRM initiatives which will be of greater 
value to both the sectors. 
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Unlike private sector organizations, most public sector ones cannot choose the 
people they serve. In fact, they often have to target citizens who may qualify for the 
service or benefit, but who resist approaches from public sector departments 
(Bhandari, 2001). This is in line with our study, which states that both public and 
private sector have different customer base for CRM. This raises significantly the 
cost of acquisition and of continuing service. This means public sector organizations 
face unique CRM challenges that are less common in the private sector. 
There may be an advantage for smart implementations, which learn from the 
programme failure issues apparent in the private sector. A research can be carried 
out with respect to successful CRM implementation initiatives by public and private 
sector. Other possible future research directions could be; 
Future Research Directions 
> As this study has been conducted mainly with respect to specific target 
group, other research directions could involve different target groups like 
vendors, end users and agents. 
> Much of CRM literature is limited to non empirical research. Quantifying the 
relationship dimensions and understanding them will authenticate research in 
CRM in today's competitive insurance environment. 
> The body of research pertaining to multi channel insurance and areas of 
CRM is presently fragmented. Although there has been lot of research in 
insurance sector but research with respect to these are limited. Research into 
these can provide better understanding of acceptability of newer services by 
the customer in India. This will also add to existing literature in insurance 
CRM. 
> With new private and foreign players entering the Indian insurance sector, 
satisfaction parameters for the end user perspective with respect to CRM 
implementation specifically with respect to public and private insurance 
sector can be studied and improvisation suggested. 
> More research needs to examine the conditions and situations that influence 
the trade-offs that consumers are willing to make between their perceived 
right to better customer satisfaction and better CRM Practices. 
130 
> Research is needed that examines the firm-level strategy of managing CRM 
Practices. Research should focus on issues related to how public and private 
Insurance firms should address CRM Practices through their organizational 
structure and how market-oriented firms need to adapt or modify their 
strategies to efficiently and effectively manage CRM Practices in ways that 
benefit both the firm and their customers. 
> Research on relationship performance (Kalyani & Nayandas, 1998) gives an 
impact on financial performance. Research on impact of long-term 
relationships on various insurance firms and their impact on financial 
performance of insurance firms can be undertaken. 
> Research needs to be done on convergence of CRM and relationship 
marketing with other paradigms in marketing (Shani & Chalasani, 2000; 
Schins & Schroder, 2002). 
7.2 Conclusions 
The core theme of all CRM and relationship marketing perspectives are their focus 
on co-operative and collaborative relationship between the firm and its customers, 
and/or other marketing actors (Gronroos, 1990; Nevin, 1995; Dwyer et al, 1997; 
Paul, 1998). In this context the findings of the study are in line with those of 
previous researchers in this area. However, a major contribution of the present study 
is that it presents refined scale for CRM constructs of interest for public and private 
insurance companies. 
Several scholars have studied general CRM initiatives on public and private sector 
(Boyrs & Jemmison, 1989; Heide, 1996; Evans & laskin, 1997;WiIson, 1998 Dwyer, 
Schurr, 1999). Building on that, this study developed a framework for CRM 
constructs for public and private insurance companies. Thus, the constructs were 
identified as CRM goals, value propositions, technology considerations, and 
technology implementation effects, CRM principles, CRM Benefits, customer 
communication & customer satisfaction. 
First and foremost, it was explored how the concepts collectively known as CRM 
were being applied in public and private insurance firms. Although CRM had 
become a top priority in business circles, little had been written about how the public 
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sector insurance might use these principles to improve services. This was in line 
with the previous studies on concepts of CRM by other scholars (Gronroos, 1997; 
Gummerson, 1998; Levit, 1999; Peppers, 2000). 
The study highlights that public sector is displaying greater willingness to put CRM 
principles to work. It was also found that there exists a large disparity between the 
positive attitudes toward implementing CRM capabilities and the initiatives of 
public sector in developing those capabilities. To determine the extent to which 
public sector have taken steps to close this gap between attitude and action to make 
CRM a reality in the public sector, the study reviewed public sector's goals, 
principles and CRM technology implementation programs to determine whether 
attitudes had changed, to understand current and future priorities for CRM initiatives 
and to identify areas of best practice relating to CRM in public sector insurance. The 
same procedure was applied to find the CRM priorities of private sector. 
It was observed that public sector insurance companies were taking decisive steps to 
improve their CRM capabilities—investing significantly in initiatives to improve 
service. However, it was observed that public sector has directed increased attention 
to realize the benefits expected from developing modem CRM capabilities 
compared to private sector (Hines , 2000). 
When it comes to implementing new CRM initiatives, public sector's highest-
priority objectives relate to building a better customer experience (Meder & Robert, 
2001). Public sector organizations need to channelize more attention towards the 
different ways through private sector companies have made progress with CRM and 
how some private sector practices can trigger successful CRM implementation 
initiatives for public sector. This realization has to be given more attention be the 
public sector. The study observed that, in public sector there is a great reluctance to 
embrace some of the private-sector terminology of CRM, even though executives 
overwhelmingly cited improving customer service as a key driver of their 
companies' future plans. Implementing a fully functional CRM capability will allow 
public sector to build customer-oriented relationships that ensure customers receive 
consistent and appropriately personalized services, efficiently and effectively. 
CRM benefits for both the sectors show that the majority of public sector is focusing 
largely on the technological aspects of CRM and is struggling to reap the benefits 
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compared to their private sector counterparts. The top objective for implementing 
new initiatives was improving/maintaining service quality, some aspects of 
commercial CRM, such as opening new channels for customer interaction, were 
viewed as holding great potential for improving service. However, technology 
barriers, human capital issues and cost pressures were impeding progress. Overall, 
public sector were not embracing CRM in totality compared to private and, 
consequently, was not reaping all the possible benefits. 
An effective public service performance measurement framework should be 
formulated on measures of what matters to customers and how customers evaluate 
success of CRM initiatives. Without this external perspective, input and cost 
measures are meaningless (Ansari, 2000).The study clearly portrays the preference 
given by public sector in necessitating improved customer service by providing 
multi-channel access for customers, while traditional channels, particularly the 
telephone (via call centers) still dominate customer interactions . Although public 
insurance firms frequently stated their intention to extend the range of channels, 
today only 50 percent of public sector insurance companies use more than two 
channels extensively and only 9 percent use more than three extensively. 
Compared to private sector, public sector has embraced the fundamental principles 
of CRM, but is struggling to get the building blocks—customer insights, customer 
offerings, customer interactions, organization performance and networks—solidly in 
place. They have to understand the determinants of CRM implementation 
parameters before planning the CRM initiatives and develop measurement 
mechanisms for them. This is in line with previous researchers as it was stated that 
public sector has to understand the context of the customers' service requirements. 
This could help identify associated services that need to be provided (Zhinkan et al, 
1998; Christopher, 1999; Fawcett et al, 2000). 
In service industries it is the customers - not management - who determine whether 
or not a good service has been delivered (Mishra et al, 2001). Therefore, both 
management and front-line staff must understand clearly the expectations from the 
customers' perspective. The measures used to help customers understand and 
improve service priorities have to capture whether service is being delivered from 
the customer perspective and indicate the cost related. 
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The study proposes that the potential benefits of improved service for public sectors' 
customers, and the resulting efficiencies and cost savings that can accrue to public 
sector cannot be realized if take-up of a public sector's CRM offerings remains low. 
This is in agreement with previous research that both sectors have to broaden the 
focus of CRM initiatives to include marketing as well as services. Emphasize the 
"marketing sciences" of analytics and measurement, which will deliver the customer 
insights necessary for developing and deepening productive relationships (Simonian 
&Ruth, 1999). 
Public sector has been making significant investments in their technological 
capabilities in recent years. Getting results from CRM initiatives requires the 
"smart" use of technology, but it also requires much more (Kahn, 1998). The study 
recommends an enterprise-wide approach founded on a fact-based perspective of 
customers' wants, needs and preferred channels. This approach requires developing 
customer strategies that produce measurable results and are supported by effective 
data management and analytical capabilities. Public sector builds their CRM 
capabilities by balancing near-term impact with long-term strategy. To achieve this 
we suggest they optimize the value delivered from existing CRM assets and 
operational capabilities Given CRM's importance to the private sector (where 
differentiation is visceral in its impact), many private-sector enterprises exist that 
offer key CRM components at highly competitive prices. 
As suggested by Gianforte & Greg (2006), for promoting CRM as a business 
cultures both sectors need to: 
1. Develop & deliver the impact of CRM strategy on people - the benefits and 
consequences of changing or not changing. 
2. Communicate project progress by holding regular meetings across all 
departments 
3. Keep employees informed by providing information and clarity about what is 
happening. 
4. Encourage employees to speak up about changes and listen to what they have 
to say 
5. Give employees time to make the transition and adjust to the new approach 
6. Support the managers who are leading the CRM programme. 
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7. Understand that effective implementation of CRM is a cultural process; it will 
take time for everyone to adjust to new ways of doing business. 
8. Inform customers about the company's vision for a customer centric 
organization. 
The public sector can get many benefits from CRM, by learning from the 
experience of the private sector and avoiding its mistakes. New capabilities will be 
required for capturing, storing and analyzing greater amounts of data. But by making 
this a part of the future of CRM strategies, public and private insurance companies 
will be much better positioned to keep pace with the demands of their customers and 
competitors and, above all, to grow profitably in the years to come (Bickelhaupt, 
2000). 
In the immense information torrent, public and private insurance companies need to 
have the effective tools in order to gather information on their customers, to enhance 
contact, communication and interaction with their customers, and to keep their 
customers (Gureja & Gopal, 2005). With the introduction of CRM, insurance 
companies have to pay more attention in the use of customers' experiences in 
customization function in order to have a more active care, personalized service and 
services that customers truly need. 
Owing to the prompt changes in industry environment, tough competitions and high 
losses of customers in the financial industry, insurance companies have to build 
long-term customer relationships and increase the retention rate of their customers 
after the introduction of proper CRM goals/objectives (File et ai, 1998). Also 
customers focus on the strategies and methods of customization function of the 
insurance companies, public and private insurance players have to pay extra 
attention on CRM technology and implementation. Provided that insurance 
companies are efficient and flexible in responding to the market changes, as well as 
in offering professional financial insurance programmes, customization function 
methods and measures will increase the recognition of customer service values. As a 
result, locating customers with development values from the database, flexibly 
responding to the customers' needs and questions, and planning appropriate 
professional insurance services and financial products are the issues, which the 
present public and private sector insurers have to work on. 
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The main constructs identified by scale refinement in this study direct the focus on 
the fact that CRM initiative constructs for public and private sector insurance 
companies were identified as CRM goals, CRM principles, CRM technology 
considerations, CRM implementation effects, after adoption of CRM 
implementation, CRM benefits and customer satisfaction and customer 
communication and value proposition. These imperatives form a unique interplay 
that maximizes sales while reducing operational costs— both public and private 
insurance companies have to make the equation for improved revenue growth and 
profitability based mainly on these CRM constructs. 
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APPENDIX-I 
APPENDIX I 
Results of Factor Analysis 
Table 11: 
CRM Constructs 
CRM Goals 
[Factor 1) 
CRM Principles 
(Factor 2) 
Technology 
Considerations 
(Factor 3) 
Technology 
Implementation 
(Factor 4) 
Factor Analysis Summary for Public Sector Organization 
Item 
Fully integrate sales and marketing 
with customer service, supply chain, 
online and accounting 
Audit and map the touch points and 
processes that affect customers 
Prioritize processes based on their 
importance to customers and their 
impact on the Enterprise's strategic 
CRM objectives 
Identify the key processes from the 
customer's perspective 
Improve Customer Satisfaction 
Increase Profits 
Incorporate consistent & integrated 
customer view across channels 
Implement effective sales & 
complaint management system 
Incorporate excellent analytics 
Extending services beyond core 
Business 
Identify price-elasticity of demand by 
segments 
Technology Balance 
Capture customer data from across 
the enterprise 
Consolidating acquired customer-
related data in a central database and 
analyses 
Use processed data at touch points 
Adapt to new levels of usage 
Different client's platform 
Integration Options 
Violation of Confidentiality 
Information Risks 
Initial Cost 
Implementation Cost 
Integration of Customer Information 
across agencies 
Attract right skilled work force 
Customization 
Integration 
Software and/or consulting vendor 
over promised 
Software lacks key functionality 
Internal staff lacks skills 
Eigen Value 
1.2221 
1.U27 
1.1546 
1.2092 
Factor Loading 
0.734 
0.804 
0.69 
0.728 
-0.725 
0.721 
0.724 
0.718 
0.702 
-0.703 
-0.682 
0.674 
0.648 
0.759 
-0.719 
-0.715 
0.766 
0.711 
0.864 
-0.75 
-0.774 
0.75 
0.672 
0.415 
0.726 
0.672 
0.571 
0.676 
0.652 
V.E. (%) 
0 0 
0 0 
o 
00 
00 
00 
6.3647 
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CRM Constructs Item Eigen Value Factor Loading V.E. (%) 
User adoption problems 0.757 
Customer 
Satisfaction {Factor 
S) 
My company is very concemed with 
security for transactions 
Employees of the company shows 
respect to customer 
I have confidence in my company's 
services 
My company is flexible when its 
services are changed 
My company is flexible in serving 
customer needs 
My company has knowledge about 
insurance services 
My company is able to answer 
questions about the policy or 
procedures for making changes 
My company provides timely 
information regarding value of policy 
My company tries to avoid potential 
problems 
1.2487 
My company tries to solve problems 
before they create conflicts 
Assisted Service through Call-
Center 
Self Service through Internet 
Differentiated Service Levels based 
Service for different customer 
segments 
I am completely satisfied with 
information quality 
I am very satisfied with service 
quality offered by my company 
0.742 
0.678 
0.801 
0.641 
0.671 
0.714 
0.804 
0.692 
0.704 
0.412 
0.78 
0.706 
0.809 
0.355 
0.505 
00 
O 
Customer 
Communication 
(Factor 6) 
Universal Reach 
1.072 
Automated processes 
0.588 
0.679 
• * 
"* 
CRM Benefits 
(Factor 7) 
Improved profitability comparisons 
for different prospect types 
Accurate profitability comparisons 
for policies sold through different 
channels 
Providing online access to product 
information and technical assistance 
round the clock 
1.1136 
Identify what customer's value and 
devise appropriate service strategies 
Increased efficiency through 
automation 
0.728 
0.686 
0.815 
0.732 
0.714 
Before and after Ability to make product 
recommendations during support 
requests 
1.0395 0.71 25.9915 
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CRM Constructs 
CRM 
Implementation 
{Factor 8) 
Value Preposition 
(Factor 9) 
Item 
Reduction in time spent analyzing 
data to correct contradictory data 
from sales 
Share and leverage information 
across departments and agencies 
Provide consistent communications 
across delivery channels- agency 
offices, contact centers, and 
constituent self-service 
Leverage dashboards and reporting 
for constituent service levels, 
performance measurements and 
trends 
Increase efficiency and productivity 
Decrease costs by servicing 
constituents through the most cost-
effective channels 
Increase efficiency by servicing 
constituents with consistent 
processes 
Make better decisions with real-time, 
action-oriented alerts, notifications 
and information analysis 
Eigen Value 
1.102857 
Factor Loading 
0.929 
-0.797 
0.823 
0.846 
0.684 
0.883 
0.794 
0.614 
V.E. (%) 
9.1905 
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Table 12: Factor Analysis Summary for Private Sector Organization 
CRM Constructs 
CRM Goals 
(Factor 1) 
CRM Principles 
(Factor 2) 
Technology 
Considerations 
(Factor 3) 
Technology 
Implementation 
(Factor 4) 
Customer Satisfaction 
(Factor 5) 
Item 
Audit and map the touch points and 
processes that affect customers 
Quantify and prioritize these 
processes according to their impact 
on strategic CRM 
Customer Service and support 
Implement effective sales & 
complaint management system 
Manage campaigns 
Increased agency staff efficiency 
Increased Customer Service 
Unearth end-user served and un-
served markets 
Reduced Technology cost 
Data and System Support 
Organization readiness 
CRM must adapt to evolving 
business priorities 
CRM delivers measurable business 
benefits 
Consider price and total cost of 
ownership carefully 
Adapt to new levels of usage 
Reliability 
Different client's platform 
Data Integrity 
Violation of Confidentiality 
Information Risks 
Privacy 
Customization 
Integration 
Lack of executive sponsorship and 
leadership 
Software and/or consulting vendor 
over promised 
Unstable or buggy software 
Software lacks key functionality 
Internal staff lacks skills 
Integration with legacy systems too 
difficult 
My company's words and promises 
are reliable 
My company fulfils its obligations 
to customers 
My company provides timely and 
trustworthy information 
Information provided by my 
company is accurate 
My company has knowledge about 
the market trend 
My company provides timely 
information regarding value of 
policy 
Eigen 
Value 
1.3824 
1.1355 
1.2615 
1.2664 
1.4151 
Factor 
Loading 
-0.756 
-0.666 
-0.628 
0.749 
0.717 
0.708 
-0.766 
0.762 
0.772 
0.686 
0.74 
0.826 
0.732 
0.777 
0.773 
0.731 
0.74 
0.734 
-0.635 
0.831 
0.794 
-0.739 
0.707 
0.839 
0.839 
0.701 
-0.773 
0.636 
0.635 
0.766 
0.708 
0.79 
-0.782 
0.687 
0.786 
Variance 
Explained (%) 
0^ 
O 
ON 
O 
VO 
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CRM Constructs 
Customer 
Communication 
{Factor 6) 
CRM Benefits 
(Factor 7) 
Before and after CRM 
Implementation 
Effects (Factor 8) 
Value Preposition 
(Factor 9) 
Item 
My company is concerned with 
matching my insurance needs with 
my ability to pay 
My company follows through on 
promised services 
My company tries to solve 
problems before they create 
conflicts 
Assisted Service through Call-
Center 
Self Service through Internet 
I am completely satisfied with 
information quality 
My experiences with the company 
responsiveness have always been 
good 
I am very satisfied with service 
quality offered by my company 
If I had to do it all over again, I 
would still choose to use the same 
company 
Universal Reach 
Multichannel 
Automated processes 
Improved visibility to win-rate 
comparisons for different prospect 
types 
Providing user-friendly mechanism 
Storing customer interests to target 
customers selectively 
Identify what customer's value and 
devise appropriate service 
strategies 
Increased efficiency through 
automation 
Electronic distribution of customer 
sales refwrts 
Reduction in time spent analyzing 
data to correct contradictory data 
from sales 
Achieve a single, real-time view of 
the constituent 
Deliver single point access to 
programs and services 
Create personalized and targeted 
services based on constituent needs 
and preferences 
Increase efficiency and 
productivity 
Increase efficiency by servicing 
constituents with consistent 
processes 
Streamline operations and improve 
response times by automating 
business processes 
Eigen 
Value 
1.1156 
1.2375 
1.0655 
1.195 
Factor 
Loading 
0.736 
0.738 
0.801 
-0.703 
0.828 
0.79 
0.765 
0.844 
-0.805 
0.78 
0.887 
0.76 
0.739 
0.758 
0.738 
0.704 
0.915 
0.984 
0.67 
0.819 
0.726 
0.711 
0.741 
0.761 
0.73 
Variance 
Explained (%) 
22.3173 
26.6325 
o 
I 
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Factor Analysis for CRM Goals (Public Sector) 
Factor Analysis for CRM Goals: Communalities' 
CRM Goals 
Fully integrate sales and marketing with customer 
service, supply chain, online and accounting 
Audit and map the touch points and processes that 
affect customers 
Quantify and prioritize these processes according 
to their impact on strategic CRM 
Prioritize processes based on their importance to 
customers and their impact on the Enterprise's 
strategic CRM objectives 
Identify the key processes from the customer's 
perspective 
Improve Customer Satisfaction 
Increase Profits 
Customer Service and support 
Building attractive Virtual Community 
Incorporate consistent & integrated customer view 
across channels 
Implement effective sales & complaint 
management system 
Incorporate excellent analytics 
Manage campaigns 
Increased agency staff efficiency 
Increased Customer Service 
Extending services beyond core Business 
Channel for others to market their products 
Identify price-elasticity of demand by segments 
Unearth end-user served and un-served markets 
Reduced Technology cost 
Technology Balance 
Data and System Support 
Organization readiness 
Customized Content & Communication 
Customized Product Offers 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.646 
.702 
.654 
.643 
.564 
.608 
.597 
.666 
.590 
.603 
.603 
.581 
.603 1 
.588 
.572 
.557 : 
.561 
.579 
.611 
.484 
.495 
.555 
.593 
.551 
.459 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Total 
1.499 
1.446 
1.344 
1.303 
1.288 
1.232 
1.156 
1.128 
1.096 
1.081 
1.060 
1.034 
.995 
.930 
.906 
.868 
.853 
.805 
.794 
.759 
.740 
.703 
.686 
.670 
.624 
Total Variance Explained* {CRM Goals-Public Sector) 
nitial Eigenvalues 
%of 
Variance 
5.997 
5.782 
5.374 
5.212 
5.154 
4.928 
4.623 
4.513 
4.384 
4.325 
4.240 
4.135 
3.982 
3.720 
3.623 
3.474 
3.412 
3.219 
3.178 
3.035 
2.959 
2.811 
2.743 
2.679 
2.496 
Cumulative 
% 
5.997 
11.780 
17.154 
22.366 
27.520 
32.448 
37.071 
41.584 
45.968 
50.294 
54.534 
58.669 
62.650 
66.371 
69.994 
73.468 
76.880 
80.099 
83.277 
86.312 
89.271 
92.082 
94.825 
97.504 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.499 
1.446 
1.344 
1.303 
1.288 
1.232 
1.156 
1.128 
1.096 
1.081 
1.060 
1.034 
%of 
Variance 
5.997 
5.782 
5.374 
5.212 
5.154 
4.928 
4.623 
4.513 
4.384 
4.325 
4.240 
4.135 
Cumulative 
% 
5.997 
11.780 
17.154 
22.366 
27.520 
32.448 
37.071 
41.584 
45.968 
50.294 
54.534 
58.669 
Rotation Sums of Squared 
Loadings 
Total 
1.312 
1.305 
1.275 
1.248 
1.228 
1.212 
1.209 
1.208 
1.187 
1.178 
1.170 
1.133 
%of 
Variance 
5.250 
5.220 
5.101 
4.993 
4.913 
4.849 
4.835 
4.833 
4.748 
4.714 
4.679 
4.534 
Cumulative 
% 
5.250 
10.469 
15.570 
20.563 
25.477 
30.326 
35.161 
39.994 
44.742 
49.456 
54.135 
58.669 
i 
1 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component Matrix*' {CRM Goals-Public Sector) 
Fully integrate 
sales and 
marketing with 
customer service, 
supply chain, 
online and 
accounting 
Audit and map the 
touch points and 
processes that 
affect customers 
Quantify and 
prioritize these 
processes 
according to their 
impact on 
strategic CRM 
Prioritize 
processes based 
on their 
importance to 
customers and 
their impact on the 
Enterprise's 
strategic CRM 
objectives 
Identify the key 
processes from the 
customer's 
perspective 
Improve Customer 
Satisfaction 
Increase Profits 
Customer Service 
and support 
Building attractive 
Virtual 
Community 
Incorporate 
consistent & 
integrated 
customer view 
across channels 
Implement 
effective sales & 
complaint 
management 
system 
Incorporate 
excellent analytics 
Manage 
campaigns 
Increased agency 
staff eiTiciency 
Increased 
Customer Service 
Component 
1 
,261 
.201 
-.452 
.294 
-.108 
.310 
.133 
.188 
-.251 
.191 
-.099 
.147 
.272 
.134 
-.528 
2 
-.141 
.278 
-.036 
.036 
-.057 
-.186 
-.217 
-.361 
.280 
.350 
-.107 
.169 
.386 
-.200 
.084 
3 
-.141 
.237 
.054 
-.105 
-.162 
-.343 
.539 
.174 
.042 
-.173 
.053 
.052 
.300 
.266 
.203 
4 
-.344 
-.269 
-.067 
-.280 
-.206 
.333 
-.187 
.014 
.196 
.310 
.507 
.222 
.163 
.304 
.128 
5 
.032 
-.228 
.174 
.456 
-.240 
-.215 
.156 
-.373 
.261 
.001 
-.129 
.359 
-.267 
.050 
.044 
6 
.344 
-.247 
-.375 
-.281 
.145 
-.325 
-.099 
.248 
.114 
.130 
-.097 
.278 
-.085 
-.019 
-.150 
7 
-.094 
.175 
-.033 
.177 
.551 
.026 
.001 
.036 
.264 
.065 
.209 
.245 
-.355 
.285 
.191 
8 
-.010 
.234 
.320 
-.030 
.292 
-.150 
-.130 
.247 
-.238 
-.144 
.136 
.288 
.070 
-.389 
.176 
9 
.025 
.077 
.184 
-.134 
.083 
.137 
-.304 
-.122 
.320 
-.372 
.110 
-.071 
.137 
-.126 
-.277 
10 
.498 
.056 
.343 
.089 
.016 
-.215 
.065 
.312 
.177 
.188 
.279 
-.145 
.150 
.055 
-.077 
11 
.190 
.233 
.058 
.133 
.001 
.064 
-.231 
-.306 
-.038 
-.268 
.004 
.266 
.045 
.311 
-.218 
12 
.085 
-.441 
.109 
.321 
.075 
.067 
-.081 
.035 
-.256 
-.176 
.380 
-.183 
-.104 
.128 i 
-.082 
162 
Extending 
services beyond 
core Business 
Channel for others 
to market their 
products 
Identify price-
elasticity of 
demand by 
segments 
Unearth end-user 
served and un-
served maricets 
Reduced 
Technology cost 
Technology 
Balance 
Data and System 
Support 
Organization 
readiness 
Customized 
Content & 
Communication 
Customized 
Product Offers 
-.003 
-.388 
.049 
-.231 
-.054 
.347 
.294 
.129 
-.060 
.052 
.204 
.097 
.002 
-.390 
.340 
.027 
.235 
-.297 
.295 
-.379 
-.157 
.028 
.299 
.122 
.055 
-.104 
.273 
.499 
.145 
-.248 
.031 
-.059 
-.174 
.150 
-.143 
-.070 
.363 
.027 
.019 
.223 
.026 
.228 
-.202 
-.042 
-.051 
.398 
.175 
.272 
-.220 
.177 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 12 components extracted. 
.096 
.379 
-.039 
-.157 
-.300 
-.117 
-.041 
.198 
.400 
.067 
-.260 
-.288 
.211 
-.359 
.050 
.000 
-.131 
.020 
.094 
.067 
.407 
-.236 
-.186 
.081 
-.091 
.194 
.217 
.148 
.075 
.190 
-.192 
.161 
.438 
.017 
-.369 
.334 
.166 
-.003 
.005 
-.073 
-.338 
.124 
-.188 
.030 
.193 
.016 
.179 
-.304 
-.056 
.167 
-.104 
-.081 
-.289 
.420 
.106 
-.189 
-.122 
.055 
.403 
-.059 
.292 
.121 
.158 
-.172 
.231 
-.030 
.190 
.084 
.226 
-.298 
Component Transformation Matrix" (CR/Vf Goals-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
1 
-.507 
.317 
.262 
-.325 
.297 
.406 
-.162 
.145 
.033 
.382 
-.138 
-.040 
2 
.263 
-.475 
.633 
-.170 
.058 
.004 
.036 
.007 
-.412 
.047 
-.315 
-.016 
3 
.548 
-.160 
-.179 
-.311 
-.087 
.421 
-.204 
-.106 
.178 
.400 
.289 
.179 
4 
.327 
.488 
-.206 
.210 
-.064 
.279 
.212 
-.224 
-.362 
.122 
-.480 
-.122 
5 
.260 
.388 
.283 
-.189 
-.365 
-.292 
.049 
.370 
.063 
.163 
.213 
-.483 
6 
.317 
-.045 
-.179 
-.110 
.566 
-.257 
.008 
.248 
.446 
.021 
-.434 
-.135 
7 
-.156 
-.222 
-.257 
-.320 
-.211 
.162 
.744 
.344 
.003 
.036 
-.087 
.087 
8 
.224 
.139 
.248 
.246 
.433 
.416 
.282 
.221 
-.008 
-.373 
.422 
-.041 
9 
.078 
.288 
-.043 
-.296 
.352 
-.464 
.193 
-.123 
-.375 
.165 
.275 
.432 
10 
-.085 
-.296 
-.372 
.254 
.231 
-.029 
-.136 
.298 
-.465 
.356 
.206 
-.395 
11 
.032 
.020 
.223 
.586 
-.107 
-.082 
.099 
.312 
.182 
.473 
-.067 
.468 
12 
-.097 
-.135 
.166 
.135 
.149 
-.083 
.431 
-.593 
.272 
.362 
.162 
-.360 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
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Communalities' (CRM Principles-Public Sector) 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a central database and analyses 
Distribute the results to various customer touch points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
Initial 
1.000 
1.000 
1.000 
1,000 
1.000 
1.000 
1.000 
Extraction 
.504 
.585 
.340 
.634 
.354 
.550 
.370 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Total Variance Explained*(CRM Principles-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
' 7 
Initial Eigenvalues 
Total 
1.196 
1.089 
1.053 
.964 
.939 
.936 
.823 
%of 
Variance 
17.082 
15.558 
15.042 
13.766 
13.419 
13.370 
11.762 
Cumulative 
% 
17.082 
32.641 
47.682 
61.448 
74.867 
88.238 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.196 
1.089 
1.053 
%of 
Variance 
17.082 
15.558 
15.042 
Cumulative 
% 
17.082 
32.641 
47.682 
Rotation Sums of Squared 
Loadings 
Total 
1.158 
1.093 
1.087 
%of 
Variance 
16.545 
15.612 
15.525 
Cumulative 
% 
16.545 
32.158 
47.682 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
..a.b Component Matrix (CRM Principles-Public Sector) 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a central database and 
analyses 
Distribute the results to various customer touch points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
Component 
1 
-.197 
.654 
.445 
.292 
-.348 
.077 
-.565 
2 
.023 
.144 
-.240 
.741 
.286 
-.610 
.092 
3 
.681 
.370 
-.291 
.031 
.388 
.416 
-.205 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 3 components extracted. 
Component Transformation Matrix'(CRM Principles-Public Sector) 
Component 
1 
2 
3 
1 
.858 
.068 
.510 
2 
-.500 
.343 
.795 
3 
-.121 
-.937 
.328 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. a. Organization = Public 
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Communalities' (Technology considerations & implementation-Public Sector) 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Privacy 
Shifting Cost 
Initial Cost 
Implementation Cost 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.603 
.645 
.512 
.646 
.391 
.612 
.509 
.769 
.517 
.632 
.405 
.537 
.650 
.655 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Total Variance Explained* (Technology Considerations & Implementation-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
Initial Eigenvalues 
Total 
1.352 
1.292 
1.150 
1.126 
1.083 
1.046 
1.033 
.985 
.936 
.898 
.861 
.807 
.739 
.693 
%of 
Variance 
9.659 
9.226 
8.211 
8.045 
7.732 
7.474 
7.382 
7.036 
6.683 
6.412 
6.147 
5.764 
5.275 
4.953 
Cumulative 
% 
9.659 
18.885 
27.096 
35.141 
42.873 
50.347 
57.729 
64.765 
71.448 
77.860 
84.007 
89.771 
95.047 
100.000 
Extraction Sums of Squared 
Loadings « 
Total 
1.352 
1.292 
1.150 
1.126 
1.083 
1.046 
1.033 
%of 
Variance 
9.659 
9.226 
8.211 
8.045 
7.732 
7.474 
7.382 
Cumulative 
% 
9.659 
18.885 
27.096 
35.141 
42.873 
50.347 
57.729 
Rotation Sums of Squared 
Loadings 
Total 
1.235 
1.190 
1.184 
1.142 
1.127 
1.118 
1.086 
%of 
Variance 
8.824 
8.500 
8.454 
8.160 
8.048 
7.984 
7.758 
Cumulative 
% 
8.824 
17.324 
25.778 
33.938 
41.987 
49.970 
57.729 
Extraction Method; Principal Component Analysis, 
a. Organization = Public 
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Component Matrix'' (Technology Considerations & Implementation-Public Sector) 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Privacy 
Shifting Cost 
Initial Cost 
Implementation Cost 
1 
-.435 
-.129 
.224 
.376 
.468 
.010 
.155 
.122 
.138 
-.582 
.168 
.390 
-.344 
.202 
2 
-.249 
-.185 
.331 
-.074 
.044 
-.146 
.127 
.310 
.399 
-.038 
-.520 
-.350 
.520 
.350 
Component 
3 
.481 
-.357 
-.554 
-.035 
-.017 
-.236 
.114 
.230 
.417 
-.020 
-.083 
.365 
-.075 
.205 
4 
-.166 
-.352 
-.017 
-.422 
.109 
.582 
.227 
.386 
.130 
.235 
.204 
-.175 
-.268 
-.168 
5 
.109 
-.281 
.203 
.075 
-.108 
.073 
.513 
-.370 
-.262 
.286 
.221 
.078 
.076 
.562 
6 
.094 
-.513 
-.043 
.507 
.052 
.427 
-.280 
-.072 
-.105 
.000 
-.093 
.088 
.400 
-.243 
7 
-.269 
.026 
.050 
.239 
-.378 
-.093 
-.248 
.561 
-.262 
.394 
-.028 
.291 
-.134 
.216 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 7 components extracted. 
Component Transformation IVIatrix'(Technology Considerations & Implementation-
Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
1 
.348 
-.761 
-.026 
.352 
.089 
-.389 
.128 
2 
.671 
.144 
.134 
-.031 
-.335 
-.004 
-.631 
3 
.367 
.323 
-.827 
.081 
.079 
-.076 
.243 
4 
.460 
-.201 
.170 
-.503 
.121 
.510 
.437 
5 
.226 
.358 
.342 
.013 
.768 
-.337 
-.012 
6 
.171 
.358 
.389 
.392 
-.447 
-.135 
.565 
7 
.045 
.001 
.013 
.679 
.262 
.672 
-.126 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities" (Technology Restrictions-Public Sector) 
Internal Resistance 
Integration of Customer Information across 
agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success with goals 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.477 
.390 
.470 
.389 
.526 
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Choosing and working with external vendors 
Customization 
Inexperienced Consultants 
Integration 
Lack of executive sponsorship and leadership 
Software and/or consulting vendor over promised 
Integrator cost out of control 
Unstable or buggy software 
Integrator doesn't understand client's business 
Software lacks key functionality 
Integrator staff lacks key skills or experience 
Internal staff lacks skills 
User adoption problems 
Integration with legacy systems too difficult 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
.525 
.551 
.565 
.492 
.581 
.396 
.498 
.466 
.482 
.543 
.629 
.514 
.600 
.579 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
II 
12 
13 
14 
15 
16 
17 
18 
19 
Total Variance Explained*{Technology Restrictions-Public Sector) 
I 
Total 
I.37I 
1.287 
1.253 
1.230 
1.171 
1.143 
1.132 
1.088 
.991 
.973 
.956 
.913 
.874 
.861 
.834 
.798 
.781 
.675 
.668 
nitial Eigenvalues 
%of 
Variance 
7.214 
6.773 
6.592 
6.476 
6.164 
6.014 
5.956 
5.729 
5.216 
5.119 
5.033 
4.806 
4.599 
4.531 
4.391 
4.200 
4.II3 
3.553 
3.518 
Cumulative 
% 
7.214 
13.987 
20.580 
27.056 
33.220 
39.234 
45.190 
50.919 
56.135 
61.255 
66.288 
71.094 
75.694 
80.225 
84.616 
88.816 
92.929 
96.482 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.371 
1.287 
1.253 
1.230 
1.I7I 
1.143 
1.132 
1.088 
%of 
Variance 
7.214 
6.773 
6.592 
6.476 
6.164 
6.014 
5.956 
5.729 
Cumulative 
% 
7.214 
13.987 
20.580 
27.056 
33.220 
39.234 
45.190 
50.919 
Rotation Sums of Squared 
Loadings 
Total 
1.285 
1.281 
1.244 
1.207 
1.196 
1.189 
1.136 
1.136 
%of 
Variance 
6.765 
6.743 
6.547 
6.352 
6.297 
6.256 
5.981 
5.977 
Cumulative 
% 
6.765 
13.509 
20.056 
26.408 
32.705 
38.961 
44.942 
50.919 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component Matrix*' (Technology Restrictions-Public 
Internal Resistance 
Integration of Customer 
Information across agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success 
with goals 
Choosing and working with 
external vendors 
Customization 
Inexperienced Consultants 
Integration 
Lack of executive sponsorship and 
leadership 
Software and/or consulting vendor 
over promised 
Integrator cost out of control 
Unstable or buggy software j 
Integrator doesn't understand 
client's business 
Software lacks key functionality 
Integrator staff lacks key skills or 
experience 
Internal staff lacks skills 
User adoption problems 
Integration with legacy systems too 
difficult 
Sector) 
Component 
I 
.154 
.191 
-.296 
.457 
.310 
.072 
.514 
-.283 
.437 
-.219 
-.337 
.115 
-.052 
-.285 
.089 
-.239 
.055 
.164 
-.152 
2 
.064 
.116 
.079 
-.100 
-.131 
.191 
-.448 
.064 
.248 
.407 
-.114 
.085 
-.291 
-.206 
.174 
-.556 
.084 
.411 
.324 
3 
.084 
.182 
.557 
-.038 
.091 
.081 
-.095 
.063 
.407 
.012 
.292 
-.401 
.034 
-.466 
.124 
.101 
.127 
-.260 
-.365 
4 
.382 
.435 
.006 
.210 
-.123 
-.342 
-.038 
.002 
-.019 
-.088 
.211 
-.128 
.069 
.214 
.254 
-.293 
-.576 
-.267 
.209 
5 
-.313 
.164 
.001 
.040 
-.105 
.132 
.218 
.265 
-.143 
.131 
.319 
.156 
.396 
-.242 
-.320 
-.281 
-.375 
.342 
-.285 
6 
.407 
.272 
-.107 
-.071 
.145 
.019 
.128 
.536 
-.209 
.087 
-.049 
-.158 
-.393 
.183 
.046 
.204 
.057 
.352 
-.353 
7 
-.177 
-.091 
.177 
.308 
-.508 
-.242 
.071 
.082 
.096 
-.088 
.180 
.463 
-.195 
.031 
.475 
.175 
.110 
.150 
-.211 
8 
-.029 
.092 
.149 
.151 
.315 
-.532 
-.080 
-.336 
.015 
.572 
.056 
.190 
-.155 
.059 
-.308 
.125 
-.026 
.048 
-.158 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 8 components extracted. 
Component Transformation Matrix' (Technology Restrictions-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
1 
.602 
-.646 
-.026 
-.049 
.292 
.226 
.207 
-.198 
2 
.573 
.401 
.594 
-.141 
.014 
-.371 
.020 
.011 
3 
-.456 
-.187 
.655 
.080 
.403 
.151 
.307 
.208 
4 
.136 
.543 
-.294 
-.264 
.432 
.464 
.289 
.214 
5 
-.051 
-.141 
.168 
-.657 
-.609 
.280 
.235 
.114 
6 
.205 
.141 
.260 
.522 
-.320 
.663 
-.234 
.040 
7 
-.068 
.196 
-.041 
.295 
-.220 
-.057 
.719 
-.548 
8 
.186 
-.123 
-.183 
.332 
-.211 
-.230 
.391 
.746 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
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Communalities' (Customer Satisfaction -Public Sector) 
My company is very concerned with security for transactions 
My company's words and promises are reliable 
My company is consistent in providing quality services 
Employees of the company shows respect to customer 
My company fulfils its obligations to customers 
I have confidence in my company's services 
My company offers personalized services to meet customer needs 
My company is flexible when its services are changed 
My company is flexible in serving customer needs 
My company provides timely and trustworthy information 
My company provides information if there are new insurance 
services 
My company fulfils its promises 
Information provided by my company is accurate 
My company has knowledge about insurance services 
My company has knowledge about the market trend 
My company is able to answer questions about the policy or 
procedures for making changes 
My company provides timely information regarding value of policy 
My company is concerned with matching my insurance needs with 
my ability to pay 
My company follows through on promised services 
My company tries to avoid potential problems 
My company tries to solve problems before they create conflicts 
My company has the ability to openly discuss solutions when 
problems arise 
Assisted Service through Call- Center 
Self Service through Internet 
Calculate premium, compare products, online tracking of claims 
status 
Differentiated Service Levels based Service for different customer 
segments 
I am completely satisfied with information quality 
I am very pleased with what the company does for me 
My experiences with the company responsiveness have always been 
good 
1 am very satisfied with service quality offered by my company 
If! had to do it all over again, I would still choose to use the same 
company 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.641 
.666 
.599 
.637 
.749 
.719 
.710 
.548 
.535 
.604 
.632 
.520 
.593 
.579 
.591 
.688 
.558 
.442 
.569 
.576 
.675 
.618 
.672 
.575 
.544 
.700 
.665 
.567 
.453 
.455 
.648 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
Total Variance Explained'(Customer Satisfaction 
Initial Eigenvalues 
Total 
1.609 
1.556 
1.442 
1.359 
1.326 
1.264 
1.248 
1.209 
1.195 
1.139 
1.132 
1.110 
1.078 
1.045 
1.017 
.976 
.967 
.930 
.918 
.911 
.849 
.810 
.777 
.747 
.709 
.697 
.669 
.653 
.586 
.550 
.523 
%of 
Variance 
5.189 
5.018 
4.651 
4.383 
4.279 
4.078 
4.025 
3.901 
3.856 
3.674 
3.652 
3.579 
3.479 
3.370 
3.282 
3.148 
3.119 
3.000 
2.961 
2.938 
2.740 
2.612 
2.506 
2.410 
2.287 
2.249 
2.159 
2.107 
1.889 
1.773 
1.686 
Cumulative 
% 
5.189 
10.207 
14.858 
19.240 
23.519 
27.597 
31.622 
35.523 
39.379 
43.053 
46.705 
50.285 
53.764 
57.133 
60.415 
63.563 
66.682 
69.682 
72.643 
75.581 
78.321 
80.933 
83.439 
85.849 
88.136 
90.386 
92.544 
94.651 
96.541 
98.314 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.609 
1.556 
1.442 
1.359 
1.326 
1.264 
1.248 
1.209 
1.195 
1.139 
1.132 
1.110 
1.078 
1.045 
1.017 
%of 
Variance 
5.189 
5.018 
4.651 
4.383 
4.279 
4.078 
4.025 
3.901 
3.856 
3.674 
3.652 
3.579 
3.479 
3.370 
3.282 
Cumulative 
% 
5.189 
10.207 
14.858 
19.240 
23.519 
27.597 
31.622 
35.523 
39.379 
43.053 
46.705 
50.285 
53.764 
57.133 
60.415 
-Public Sector) 
Rotation Sums of Squared 
Loadings 
Total 
1.396 
1.363 
1.336 
1.335 
1.296 
1.259 
1.242 
1.242 
1.238 
1.194 
1.188 
1.188 
1.179 
1.143 
1.131 
%of 
Variance 
4.503 
4.396 
4.309 
4.308 
4.179 
4.061 
4.006 
4.005 
3.992 
3.851 
3.834 
3.832 
3.804 
3.687 
3.650 
Cumulative 
% 
4.503 
8.898 
13.207 
17.515 
21.694 
25.755 
29.761 
33.766 
37.758 
41.609 
45.442 
49.275 
53.078 
56.766 
60.415 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component Matrix*' (Customer Satisfaction -Public Sector) 
My company is 
very concerned 
with security for 
transactions 
My company's 
words and 
promises are 
reliable 
My company is 
consistent in 
providing quality 
services 
Employees of the 
company shows 
respect to 
customer 
My company 
fulfils its 
obligations to 
customers 
I have 
confidence in my 
company's 
services 
My company 
offers 
personalized 
services to meet 
customer needs 
My company is 
flexible when its 
services are 
changed 
My company is 
flexible in 
serving customer 
needs 
My company 
provides timely 
and trustworthy 
information 
My company 
provides 
information if 
there are new 
insurance 
services 
Component 
1 
.377 
.056 
-.227 
.012 
-.082 
.093 
.113 
.348 
.169 
-.311 
.156 
2 
.070 
-.285 
.096 
.049 
.138 
-.193 
.000 
-.251 
.188 
.531 
.167 
3 
.296 
.212 
-.155 
.237 
.054 
-.137 
-.123 
.120 
-.434 
.045 
-.099 
4 
-.168 
.195 
.134 
-.334 
.359 
.160 
-.085 
.229 
-.083 
-.155 
.276 
5 
.211 
.033 
.146 
-.172 
-.008 
-.145 
.153 
.207 
.389 
.245 
.299 
6 
-.257 
.002 
-.021 
-.159 
-.365 
.214 
.179 
.067 
-.007 
.096 
-.296 
7 
-.028 
.148 
.110 
.199 
.262 
.265 
-.226 
.125 
-.219 
.081 
-.027 
8 
-.272 
.477 
.147 
.218 
-.212 
.048 
-.167 
-.128 
.108 
.019 
.259 
9 
.103 
-.177 
.185 
.017 
-.372 
-.416 
-.354 
.204 
.128 
-.078 
-.088 
10 
-.196 
-.135 
-.016 
-.119 
.277 
.036 
-.090 
-.101 
.142 
.125 
.393 
11 
.033 
.073 
.506 
.233 
-.047 
.411 
-.046 
.004 
.063 
-.080 
.073 
12 
-.239 
-.116 
.244 
-.114 
.248 
-.138 
.089 
.161 
.023 
-.034 
-.255 
13 
.121 
-.122 
.295 
.076 
.022 
.214 
.540 
.027 
-.058 
.153 
.082 
14 
.211 
-.167 
-.043 
-.354 
.075 
.232 
-.325 
-.343 
-.013 
.211 
.089 
15 
.160 
.369 
.046 
-.335 
-.247 
.167 
-.018 
.146 
.146 
.159 
.045 
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My company 
fulfils its 
promises 
Information 
provided by my 
company is 
accurate 
My company has 
knowledge about 
insurance 
services 
My company has 
knowledge about 
the market trend 
My company is 
able to answer 
questions about 
the policy or 
procedures for 
making changes 
My company 
provides timely 
information 
regarding value 
of policy 
My company is 
concerned with 
matching my 
insurance needs 
with my ability 
to pay 
My company 
follows through 
on promised 
services 
My company 
tries to avoid 
potential 
problems 
My company 
tries to solve 
problems before 
they create 
conflicts 
My company has 
the ability to 
openly discuss 
solutions when 
problems arise 
Assisted Service 
through Call-
Center 
Self Service 
through Internet 
-.312 
.277 
-.221 
-.233 
.066 
.148 
.201 
-.170 
.294 
.378 
.046 
-.003 
-.093 
-.072 
.105 
-.061 
-.102 
.057 
.441 
.301 
-.401 
-.040 
-.028 
-.003 
.181 
-.088 
.095 
.092 
.190 
.325 
.469 
.061 
.231 
-.097 
-.267 
.058 
-.378 
-.234 
-.173 
-.136 
-.093 
.110 
.460 
-.122 
.277 
.291 
-.089 
.143 
.037 
.394 
-.313 
.004 
-.372 
-.427 
.359 
.183 
.181 
-.285 
-.017 
.060 
-.261 
.018 
-.088 
.102 
-.051 
-.044 
.095 
.359 
.259 
-.007 
.069 
.316 
.147 
.318 
.267 
-.233 
.445 
-.103 
-.119 
-.073 
.081 
.068 
.211 
.252 
-.199 
.225 
-.036 
-.003 
-.219 
.206 
.506 
-.197 
.405 
-.097 
-.023 
.040 
.067 
.093 
.059 
-.022 
-.113 
-.049 
-.020 
-.304 
.225 
.032 
.233 
.054 
.186 
.174 
.060 
.182 
.174 
-.005 
.432 
-.092 
.226 
-.010 
.155 
-.085 
-.159 
.435 
-.054 
.023 
.348 
.188 
.235 
-.094 
-.116 
.026 
,264 
-.106 
-.028 
.099 
-.154 
.(i91 
-.131 
-.236 
-.071 
.313 
.041 
.049 
.002 
-.154 
.258 
-.317 
.082 
.064 
-.111 
-.013 
.213 
-.026 
-.055 
.019 
.228 
,210 
.155 
.096 
.087 
,046 
.100 
-.103 
.026 
-.031 
.377 
-.419 
-,073 
-,296 
.070 
.112 
,122 
.084 
.117 
-.255 
-.127 
.002 
.016 
-.060 
.180 
-.048 
.051 
,049 
.127 
-014 
-.166 
-.207 
.200 
.160 
.046 
-.160 
-.089 
-.280 
,012 
.262 
,252 
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Calculate 
premium, 
compare 
products, online 
tracking of 
claims status 
Differentiated 
Service Levels 
based Service for 
different 
customer 
segments 
1 am completely 
satisfied with 
information 
quality 
I am very 
pleased with 
what the 
company does 
for me 
My experiences 
with the 
company 
responsiveness 
have always been 
good 
I am very 
satisfied with 
service quality 
offered by my 
company 
If I had to do it 
all over again, I 
would still 
choose to use the 
same company 
.025 
.065 
-.191 
-.065 
.344 
-.087 
.572 
.143 
.283 
-.369 
-.290 
-.365 
-.114 
-.057 
-.243 
.266 
.169 
-.236 
.067 
.108 
-.001 
-.135 
.097 
-.168 
.147 
-.017 
.042 
-.226 
.316 
.052 
.119 
.067 
.151 
.043 
.082 
-.052 
-.056 
-.056 
.035 
-.201 
.199 
.036 
.182 
-.126 
-.281 
.118 
-.079 
-.360 
.239 
.263 
.109 
.338 
.266 
-.112 
-.224 
-.028 
.046 
.023 
.214 
-.088 
-.144 
-.160 
.146 
-.175 
-.343 
.170 
-.261 
-.081 
.211 
-.034 
.197 
-.025 
.207 
-.430 
.091 
.213 
.030 
.046 
.567 
.136 
-.135 
.218 
.134 
-.017 
-.075 
.071 
.115 
.068 
-.082 
-.131 
.228 
-.215 
.230 
.267 
.165 
.075 
-.218 
.294 
-.340 
-.056 
.069 
-.022 
.139 
.038 
-.198 
Extraction Method: Principal Component 
Analysis. 
a. Organization = Public 
b. 15 components extracted. 
Component Transformation Matrix*(Customer Satisfaction -Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
1 
.503 
-.564 
.054 
.312 
.103 
-.041 
2 
.211 
.626 
.044 
.396 
-.281 
.077 
3 
.196 
.251 
-.478 
.184 
.605 
-.129 
4 
.571 
.076 
.224 
-.316 
.214 
-.214 
5 
-.288 
-.077 
.252 
.386 
.478 
.455 
6 
.388 
-.028 
-.257 
.062 
-.344 
.432 
7 
.050 
.047 
.554 
-.157 
.198 
.050 
8 
.107 
.136 
-.216 
-.374 
.188 
.579 
9 
-.278 
-.075 
-.290 
-.008 
-.028 
-.224 
10 
-.069 
-.145 
.015 
-.338 
-.102 
.274 
11 
.043 
.276 
.291 
.159 
.028 
-.025 
12 
.010 
.175 
.216 
-.107 
-.065 
.097 
13 
.075 
-.210 
.017 
.183 
-.101 
.171 
14 
.024 
.110 
-.047 
-.319 
.112 
-.140 
15 
.014 
-.062 
.123 
.093 
-.196 
-.117, 
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Component Transformation Matrix"(Customer Satisfaction -Public Sector) 
Component 
7 
8 
9 
10 
11 
12 
13 
14 
15 
1 
.013 
-.071 
.095 
-.193 
.053 
.233 
-.220 
-.391 
.081 
2 
.210 
-.061 
.075 
-.233 
.010 
-.260 
-.096 
-.294 
.219 
3 
-.197 
.248 
.139 
.287 
.131 
-.034 
-.019 
.031 
.181 
4 
.105 
-.320 
.078 
-.194 
.041 
-.261 
.185 
.405 
-.004 
5 
.113 
-.170 
.233 
-.147 
.072 
-.215 
.089 
.101 
-.275 
6 
.033 
.048 
.294 
.326 
-.100 
.100 
.386 
.082 
-.320 
7 
.295 
.219 
.094 
.493 
-.232 
.065 
.146 
-.270 
.288 
8 
.276 
-.105 
-.196 
-.124 
-.079 
.281 
-.403 
.058 
.144 
9 
.508 
-.340 
.392 
-.029 
.168 
.274 
.249 
.017 
.297 
10 
-.336 
.280 
.476 
-.300 
.165 
-.242 
.075 
-.080 
.410 
11 
-.159 
.283 
.079 
-.321 
.067 
.695 
.169 
.282 
.006 
12 
-.323 
-.438 
.044 
.350 
.635 
.167 
-.128 
-.166 
-.041 
13 
.269 
.282 
-.476 
.056 
.541 
-.140 
.223 
.240 
.276 
14 
.323 
.365 
.063 
-.197 
.362 
-.018 
.040 
-.385 
-.538 
15 
.225 
.241 
.391 
.210 
.123 
-.069 
-.635 
.428 
-.088 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities' (Customer Communication-Public Sector) 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer interactions 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.355 
.374 
.738 
.516 
.160 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Total Variance 
Component 
I 
2 
3 
4 
5 
Explained'(Customer Communication-Public Sector) 
Initial Eigenvalues 
Total 
1.118 
1.026 
.993 
.942 
.921 
%of 
Variance 
22.363 
20.519 
19.862 
18.844 
18.412 
Cumulative 
% 
22.363 
42.882 
62.744 
81.588 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.118 
1.026 
%of 
Variance 
22.363 
20.519 
Cumulative 
% 
22.363 
42.882 
Rotation Sums of Squared 
Loadings 
Total 
1.090 
1.054 
%of 
Variance 
21.800 
21.082 
Cumulative 
% 
21.800 
42.882 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component Matrix'^ICustomer Communication-Public Sector) 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer interactions 
1 
.544 
.608 
-.101 
.570 
.343 
Component 
2 
-.244 
.068 
.853 
.437 
-.207 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 2 components extracted. 
Component Transformation Matrix'(Customer Communication-Public Sector) 
Component 
1 
2 
1 
.833 
-.553 
2 
.553 
.833 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities*(Customer Base-Public Sector) 
High Value Customers 
Equal Value to Customers 
Choose Own Customer Base 
Future Financial Value to Company 
Current Financial value to Company 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.562 
.760 
.545 
.694 
.596 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
Total Variance Explained''(Customer Base-Public Sector) 
Component 
1 
2 
3 
4 
5 
Initial Eigenvalues 
Total 
1.105 
1.047 
1.004 
.935 
.910 
%of 
Variance 
22.091 
20.942 
20.083 
18.694 
18.191 
Cumulative 
% 
22.091 
43.033 
63.116 
81.809 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.105 
1.047 
1.004 
%of 
Variance 
22.091 
20.942 
20.083 
Cumulative 
% 
22.091 
43.033 
63.116 
Rotation Sums of Squared 
Loadings 
Total 
1.071 
1.056 
1.029 
%of 
Variance 
21.429 
21.114 
20.573 
Cumulative 
% 
21.429 
42.543 
63.116 
Extraction Method: Principal Component Analysis; 
a. Organization = Public 
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^«.b, Component Matrix ' (Customer Base-Public Sector) 
High Value Customers 
Equal Value to Customers 
Choose Own Customer Base 
Future Financial Value to Company 
Current Financial value to Company 
Component 
i 
.595 
-.419 
.534 
-.261 
.470 
2 
.231 
-.130 
.452 
.698 
-.534 
3 
.393 
.753 
.235 
-.371 
-.299 
Extraction Method: Principal Component Analysis. 
a. Organization = Public b. 3 components extracted. 
Component Transformation IMatrix' 
Component 
1 
2 
3 
1 
.757 
.476 
.448 
2 
-.428 
.879 
-.211 
3 
-.494 
-.032 
.869 
Extraction Method; Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities' (Value Prepositions-Public Sector) 
Achieve a single, real-time view of the constituent 
Share and leverage information across departments 
and agencies 
Deliver single point access to programs and 
services 
Measure and promote constituent services based 
on requests, utilization and success 
Provide consistent communications across delivery 
channels- agency offices, contact centers, and 
constituent self-service 
Create personalized and targeted services based on 
constituent needs and preferences 
Leverage dashboards and reporting for constituent 
service levels, performance measurements and 
trends 
Increase efficiency and productivity 
Decrease costs by servicing constituents through 
the most cost-effective channels 
Increase efficiency by servicing constituents with 
consistent processes 
Streamline operations and improve response times 
by automating business processes 
Make better decisions with real-time, action-
oriented alerts, notifications and information 
analysis 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.519 
.712 
.667 
.697 
.697 
.510 
.740 
.554 
.812 
.713 
.645 
.453 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Total Variance Explained*(Value Prepositions-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
1 
Total 
1.233 
1.220 
1.112 
1.075 
1.051 
1.022 
1.007 
.959 
.926 
.858 
.824 
.713 
nitial Eigenvalues 
%of 
Variance 
10.279 
10.169 
9.264 
8.960 
8.759 
8.515 
8.389 
7.988 
7.719 
7.147 
6.868 
5.943 
Cumulative 
% 
10.279 
20.448 
29.712 
38.672 
47.430 
55.946 
64.335 
72.323 
80.042 
87.189 
94.057 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.233 
1,220 
1.112 
1.075 
1.051 
1.022 
1.007 
%of 
Variance 
10.279 
10.169 
9.264 
8.960 
8.759 
8,515 
8.389 
Cumulative 
% 
10.279 
20.448 
29,712 
38.672 
47,430 
55,946 
64,335 
Rotation Sums of Squared 
Loadings 
Total 
1,145 
1.128 
1,124 
1,121 
1,099 
1,070 
1,033 
%of 
Variance 
9,542 
9,397 
9,367 
9,341 
9.161 
8.914 
8.612 
Cumulative 
% 
9,542 
18,939 
28,306 
37,647 
46,808 
55,723 
64,335 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Component IVIatrix' (Value Prepositions-Public Sector) 
Achieve a single, real-time view 
of the constituent 
Share and leverage information 
across departments and agencies 
Deliver single point access to 
programs and services 
Measure and promote 
constituent services based on 
requests, utilization and success 
Provide consistent 
communications across delivery 
channels- agency offices, 
contact centers, and constituent 
self-service 
Create personalized and targeted 
services based on constituent 
needs and preferences 
everage dashboards and 
reporting for constituent service 
levels, performance 
measurements and trends 
Increase efficiency and 
productivity 
Decrease costs by servicing 
constituents through the most 
cost-effective channels 
Component 
1 
.567 
-.570 
,532 
,031 
-.115 
.107 
.201 
.159 
.089 
2 
-.034 
.083 
-.051 
.442 
,535 
-.512 
.540 
-.042 
.114 
3 
.291 
.016 
-.170 
-.214 
.260 
.079 
-.015 
.688 
-.468 
4 
-.108 
.144 
.209 
-.124 
-.211 
.345 
.580 
-.163 
-.128 
5 
.307 
.314 
-.509 
-.105 
-.057 
.015 
-.027 
.008 
-.007 
6 
-.075 
-.494 
-.200 
.428 
.388 
.310 
-.264 
-.114 
-.115 
7 
-.017 
-.128 
-.103 
-.495 
.363 
.121 
.040 
.120 
.736 
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Component Matrix*''(Value Prepositions-Public Sector) 
Increase efficiency by 
servicing constituents with 
consistent processes 
Streamline operations and 
improve response times by 
automating business processes 
Make better decisions with 
real-time, action-oriented 
alerts, notifications and 
information analysis 
Component 
-.034 
-.277 
.357 
-.021 
.164 
.363 
.000 
.428 
.046 
.595 
,296 
-.006 
.392 
-.508 
.414 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 7 components extracted. 
.436 
-.025 
-.126 
.119 
.106 
-.067 
Component Transformation Matrix* (Value Prepositions-Public Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
1 
.725 _ 
-.109 
-.058 
-.067 
-.561 
.373 
.033 
2 
.613 
.217 
-.011 
-.197 
.718 
-.074 
-.131 
3 
.190 
.589 
.045 
.678 
-.184 
-.347 
.024 
4 
-.185 
.639 
.311 
-.256 
.013 
.540 
.320 
5 
.157 
-.272 
.813 
-.048 
-.021 
-.328 
.359 
6 
.010 
-.332 
.059 
.648 
.364 
.538 
.209 
7 
.062 
-.024 
-.482 
-.091 
.052 
-.215 
.840 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities* (CRM Benefits-Public Sector) 
Improved customer loyalty (win-back) 
Increased analysis of marketing program 
effectiveness 
Improved visibility to win-rate comparisons for 
different prospect types 
Improved profitability comparisons for different 
prospect types 
Accurate profitability comparisons for policies sold 
through different channels 
Providing online access to product information and 
technical assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers 
selectively 
Identify what customer's value and devise appropriate 
service strategies 
Increased efficiency through automation 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.578 
.510 
.623 
.620 
.537 
.686 
.494 
.407 
.548 
.567 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
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Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Total Variance Explained''(CRM Benefits-Public Sector) 
Initial Eigenvalues 
Total 
1.228 
1.166 
1.108 
1.064 
1.003 
.979 
.951 
.897 
.824 
.780 
%of 
Variance 
12.283 
11.657 
11.083 
10.637 
10.027 
9.789 
9.509 
8.973 
8.238 
7.804 
Cumulative 
% 
12.283 
23.941 
35.023 
45.660 
55.687 
65.476 
74.985 
83.958 
92.196 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.228 
1.166 
1.108 
1.064 
1.003 
%of 
Variance 
12.283 
11.657 
11.083 
10.637 
10.027 
Cumulative 
% 
12.283 
23.941 
35.023 
45.660 
55.687 
Rotation Sums of Squared 
Loadings 
Total 
1.163 
1.122 
1.103 
1.096 
1.084 
%of 
Variance 
11.632 
11.218 
11.035 
10.963 
10.840 
Cumulative 
% 
11.632 
22.850 
33.885 
44.847 
55.687 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Component IVIatrix''''(CRIVI Benefits-Public Sector) 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improved visibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different 
prospect types 
Accurate profitability comparisons for policies sold 
through different channels 
Providing online access to product information and 
technical assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers 
selectively 
Identify what customer's value and devise appropriate 
service strategies 
Increased efficiency through automation 
Component 
1 
.225 
.156 
-.394 
.438 
-.299 
-.496 
.063 
.450 
.123 
.500 
2 
.414 
.262 
.398 
-.022 
.052 
.056 
.465 
.095 
.712 
-.168 
3 
-.492 
.492 
-.270 
.354 
.488 
.041 
.410 
-.061 
-.056 
-.104 
4 
.104 
.388 
.203 
-.531 
.455 
-.463 
-.179 
.000 
-.136 
.327 
5 
-.321 
.154 
.442 
.140 
.003 
.470 
-.270 
.438 
.066 
.414 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 5 components extracted. 
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Component Transformation Matrix*(CRM Benefits-Public Sector) 
Component 
1 
2 
3 
4 
5 
1 
.169 
.964 
-.059 
-.189 
-.057 
2 
.501 
-.179 
.576 
-.604 
-.142 
3 
.648 
-.037 
-.163 
.227 
.708 
4 
-.120 
.187 
.785 
.565 
.120 
5 
-.535 
.050 
.147 
-.478 
.679 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Communalities' (Before and After CRM Implementation-Public Sector) 
Reduction in time required to generate customer lists 
Ability to make product recommendations during support requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct contradictory data 
from sales 
Initial 
1.000 
1.000 
1.000 
1.000 
Extraction 
.250 
.532 
.431 
.867 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Component 
1 
2 
3 
4 
Total Variance Explained* (Before and After CRM Implementation] 
Initial Eigenvalues 
Total 
1.074 
1.006 
.985 
.936 
%of 
Variance 
26.841 
25.142 
24.625 
23.392 
Cumulative 
% 
26.841 
51.983 
76.608 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.074 
1.006 
%of 
Variance 
26.841 
25.142 
Cumulative 
% 
26.841 
51.983 
Rotation Sums of Squared 
Loadings 
Total 
1.072 
1.007 
%of 
Variance 
26.800 
25.183 
Cumulative 
% 
26.800 
51.983 
Extraction Method: Principal Component Analysis, 
a. Organization = Public 
Component Matrix*'''(Before and After CRM implementation) 
Reduction in time required to generate customer 
lists 
Ability to make product recommendations during 
support requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct 
contradictory data from sales 
Component 
1 
.425 
.675 
-.656 
.081 
2 
.263 
-.277 
3.879E-6 
.927 
Extraction Method: Principal Component Analysis. 
a. Organization = Public 
b. 2 components extracted. 
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Component Transformation Matrix' 
Component 
1 
2 
! 
.988 
-.156 
2 
.156 
.988 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Public 
Factor Analysis for Private Sector Organization 
Communalities' (CRM Goals-Private Sector) 
Fully integrate sales and marketing with customer 
service, supply chain, online and accounting 
Audit and map the touch points and processes that 
affect customers 
Quantify and prioritize these processes according 
to their impact on strategic CRM 
Prioritize processes based on their importance to 
customers and their impact on the Enterprise's 
strategic CRM objectives 
Identify the key processes from the customer's 
perspective 
Improve Customer Satisfaction 
Increase Profits 
Customer Service and support 
Building attractive Virtual Community 
Incorporate consistent & integrated customer view 
across channels 
Implement effective sales & complaint 
management system 
Incorporate excellent analytics 
Manage campaigns 
Increased agency staff efficiency 
Increased Customer Service 
Extending services beyond core Business 
Channel for others to market their products 
Identify price-elasticity of demand by segments 
Unearth end-user served and un-served markets 
Reduced Technology cost 
Technology Balance 
Data and System Support 
Organization readiness 
Customized Content & Communication 
Customized Product Offers 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.558 
.711 
.529 
.579 
.422 
.515 
.639 
.670 
.739 
.499 
.706 
.590 
.587 
.544 
.740 
.670 
.581 
.697 
.663 
.626 
.617 
.546 
.638 
.522 
.619 n 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
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Total Variance Explained'(CRM Goals-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Initial Eigenvalues 
Total 
1.769 
1.639 
1.606 
1.503 
1.467 
1.406 
1.327 
1.193 
1.164 
1.074 
1.056 
.999 
.991 
.933 
.841 
.797 
.758 
.716 
.647 
.596 
.554 
.533 
.529 
.464 
.437 
%of 
Variance 
7.075 
6.555 
6.426 
6.014 
5.870 
5.625 
5.310 
4.773 
4.658 
4.296 
4.224 
3.996 
3.963 
3.731 
3.365 
3.187 
3.031 
2.863 
2.589 
2.385 
2.215 
2.132 
2.115 
1.855 
1.748 
Cumulative 
% 
7.075 
13.629 
20.055 
26.069 
31.939 
37.564 
42.874 
47.647 
52.304 
56.601 
60.824 
64.821 
68.784 
72.515 
75.880 
79.067 
82.098 
84.961 
87.550 
89.935 
92.150 
94.282 
96.397 
98.252 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.769 
1.639 
1.606 
1.503 
1.467 
1.406 
1.327 
1.193 
• 
1.164 
1.074 
1.056 
%of 
Variance 
7.075 
6.555 
6.426 
6.014 
5.870 
5.625 
5.310 
4.773 
4.658 
4.296 
4.224 
Cumulative 
% 
7.075 
13.629 
20.055 
26.069 
31.939 
37.564 
42.874 
47.647 
52.304 
56.601 
60.824 
Rotation Sums of Squared 
Loadings 
Total 
1.501 
1.437 
1.432 
1.409 
1.391 
1.390 
1.372 
1.359 
1.324 
1.311 
1.281 
%of 
Variance 
6.004 
5.746 
5.727 
5.635 
5.564 
5.562 
5.488 
5.436 
5.297 
5.242 
5.122 
Cumulative 
% 
6.004 
11.750 
17.477 
23.112 
28.676 
34.238 
39.726 
45.162 
50.460 
55.702 
60.824 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
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Fully integrate 
sales and 
marketing with 
customer service, 
supply chain, 
online and 
accounting 
Audit and map 
the touch points 
and processes that 
affect customers 
Quantify and 
prioritize these 
processes 
according to their 
impact on 
strategic CRM 
Prioritize 
processes based 
on their 
importance to 
customers and 
their impact on 
the Enterprise's 
strategic CRM 
objectives 
Identify the key 
processes from 
the customer's 
perspective 
Improve 
Customer 
Satisfaction 
Increase Profits 
Customer Service 
and support 
Building 
attractive Virtual 
Community 
Incorporate 
consistent & 
integrated 
customer view 
across channels 
Implement 
effective sales & 
complaint 
management 
system 
Component Matrix''''(CRM Goals-Private Sector) 
Component 
1 
.141 
-.156 
-.311 
.052 
.104 
-.028 
.125 
-.575 
.436 
.394 
-.256 
2 
.512 
.287 
-.297 
.030 
-.067 
.106 
.161 
.026 
.022 
.140 
-.100 
3 
-.197 
.228 
-.239 
.557 
.383 
-.337 
.205 
.223 
-.198 
.023 
-.168 
4 
-.024 
.196 
-.382 
-.220 
.285 
-.088 
.403 
.142 
.168 
-.255 
.081 
5 
-.248 
.225 
.093 
.125 
.171 
,254 
.043 
-.302 
-.220 
.228 
-.331 
6 
-.042 
-.358 
.153 
.241 
-.052 
.180 
.371 
.080 
.419 
.128 
.595 
7 
-.298 
.012 
.143 
.210 
-.028 
.428 
.337 
-.092 
.090 
-.240 
-.090 
8 
.226 
.138 
.243 
.243 
-.350 
-.190 
.000 
-.333 
-.196 
-.089 
.050 
9 
.180 
.103 
-.146 
.067 
.005 
-.155 
.309 
-.054 
-.252 
-.274 
-.003 
10 
-.025 
.090 
-.078 
.138 
.088 
-.149 
.205 
-.183 
.375 
.167 
-.101 
11 
.028 
.546 
.049 
-.132 
-.125 
.137 
.043 
-.122 
-.080 
,150 
.332 
183 
Incorporate 
excellent 
analytics 
Manage 
campaigns 
Increased agency 
staff efficiency 
Increased 
Customer Service 
Extending 
services beyond 
core Business 
Channel for 
others to market 
their products 
Identify price-
elasticity of 
demand by 
segments 
Unearth end-user 
served and un-
served markets 
Reduced 
Technology cost 
Technology 
Balance 
Data and System 
Support 
Organization 
readiness 
Customized 
Content & 
Communication 
Customized 
Product Offers 
.227 
-.159 
.259 
.155 
-.486 
.376 
-.089 
.039 
.057 
-.096 
.355 
-.128 
.256 
.284 
-.532 
.120 
.028 
-.146 
.362 
.340 
.008 
-.028 
-.419 
-.477 
-.129 
.320 
.206 
.034 
-.134 
-.324 
-.149 
-.266 
-.037 
-.138 
.416 
.046 
-.261 
.225 
.298 
-.098 
.016 
.316 
-.395 
.181 
-.146 
.461 
-.080 
.016 
-.296 
-.116 
.353 
.116 
-.034 
-.072 
-.375 
.288 
-.054 
.352 
-.252 
-.145 
-.022 
-.373 
-.385 
.243 
.179 
-.179 
376 
.395 
-.066 
-.098 
-.080 
.237 
.052 
-.116 
.118 
-.125 
.358 
.252 
.151 
-.204 
.236 
.131 
-.124 
.134 
-.032 
-.053 
.271 
-.406 
.149 
.273 
-.249 
-.340 
.116 
.385 
-.191 
.125 
.185 
.170 
-.169 
-.376 
.156 
.387 
.162 
-.076 
.084 
.092 
.302 
.160 
.048 
.378 
-.023 
.177 
.160 
.111 
.351 
-.214 
.041 
-.054 
-.124 
.590 
.234 
-.121 
-.181 
-.352 
.151 
-.107 
.069 
-.062 
-.365 
.123 
.374 
-.073 
.110 
-.055 
.201 
.156 
-.207 
-.104 
.257 
-.505 
-.109 
.263 
.113 
.033 
-.300 
-.246 
.235 
-.218 
-.017 
.171 
.042 
-.196 
.360 
-.004 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 11 components extracted. 
Component 
1 
2 
3 
4 
5 
6 
7 
Component Transformation Matrix°(CRM Goals-Private Sector) 
1 
.305 
.400 
.390 
.629 
-.105 
.047 
.02,9 
2 
-.148 
-.038 
.510 
-.421 
.240 
.262 
.550 
3 
.498 
-.292 
.333 
.073 
.352 
.181 
-.195 
4 
.552 
.242 
-.117 
-.415 
.155 
-.036 
.029 
5 
.056 
-.492 
-.17j)^ 
.410 
.248 
.239 
.257 
6 
-.162 
.575 
-.004 
.126 
.297 
.240 
.164 
7 
-.129 
.142 
-.532 
.144 
.381 
.244 
.176 
8 
-.238 
-.005 
.156 
-.036 
-.434 
.672 
-.207 
9 
.360 
-.131 
-.290 
-.086 
-.265 
.444 
.083 
10 
.313 
.195 
-.191 
-.051 
-.406 
.000 
.411 
11 
.039 
.217 
-.080 
-.182 
.258 
I 
.269 ! 
-.561 1 
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Component 
8 
9 
10 
11 
Component Transformation Matrix°(CRM Goals-Private Sector) 
1 
-.314 
.196 
.215 
-.013 
2 
-.212 
.222 
.027 
-.124 
3 
.028 
-.284 
-.503 
.150 
4 
.121 
-.023 
.495 
.406 
5 
.426 
.320 
.298 
.022 
6 
.503 
-.396 
-.056 
-.202 
7 
-.525 
.006 
-.188 
.336 
8 
.095 
-.052 
.060 
.469 
9 
-.236 
-.284 
.147 
-.575 
10 
.250 
.358 
-.542 
.084 
11 
.057 
.600 
-.095 
-.293 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities'(CRM Principles-Private Sector) 
Initial Extraction 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a 
central database and analyses 
Distribute the results to various customer touch 
points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership 
carefully 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
.624 
.576 
.715 
.636 
.700 
.681 
.609 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Explained'' (CRM Principles-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
Initial Eigenvalues 
Total 
1.264 
1.174 
1.061 
1.042 
.924 
.850 
.684 
%of 
Variance 
18.062 
16.773 
, 15.161 
14.880 
13.207 
12.144 
9.773 
Cumulative 
% 
18.062 
34.836 
49.997 
64.876 
78.083 
90.227 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.264 
1.174 
1.061 
1.042 
%of 
Variance 
18.062 
16.773 
15.161 
14.880 
Cumulative 
% 
18.062 
34.836 
49.997 
64.876 
Rotation Sums of Squared 
Loadings 
Total 
1.175 
1.139 
1.135 
1.093 
%of 
Variance 
16.781 
16.266 
16.211 
15.618 
Cumulative 
% 
16.781 
33.047 
49.258 
64.876 
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Total Variance Explained' (CRM Principles-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
Initial Eigenvalues 
Total 
1.264 
1.174 
1.061 
1.042 
.924 
.850 
.684 
%of 
Variance 
18.062 
16.773 
15.161 
14.880 
13.207 
12.144 
9.773 
Cumulative 
% 
18.062 
34.836 
49.997 
64.876 
78.083 
90.227 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.264 
1.174 
1.061 
1.042 
%of 
Variance 
18.062 
16.773 
15.161 
14.880 
Cumulative 
% 
18.062 
34.836 
49.997 
64.876 
Rotation Sums of Squared 
Loadings 
Total 
1.175 
1.139 
1.135 
1.093 
%of 
Variance 
16.781 
16.266 
16.211 
15.618 
Cumulative 
% 
16.781 
33.047 
49.258 
64.876 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix"''(CRM Principles-Private Sector) 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a 
central database and analyses 
Distribute the results to various customer touch 
points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
Component 
1 
-.632 
.643 
-.121 
-.311 
.301 
.441 
.234 
2 
-.130 
-.164 
.048 
.637 
.549 
.408 
-.504 
3 
-.348 
-.088 
.740 
.362 
-.052 
-.132 
.483 
4 
.294 
.357 
.388 
.043 
-.553 
.550 
-.259 
Extraction Method: Principal Component Analysis. 
a. Organization = Private b. 4 components extracted. 
Component Transformation IVIatrix°(CRM Principles-Private Sector) 
Component 
1 
2 
3 
4 
1 
.770 
.089 
-.086 
.627 
2 
.453 
.622 
.062 
-.636 
3 
.380 
-.638 
.602 
-.294 
4 
-.241 
.446 
.791 
.342 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
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Component Transformation Matrix'(CRM Principles-Private Sector) 
Component 
1 
2 
3 
4 
1 
.770 
.089 
-.086 
.627 
2 
.453 
.622 
.062 
-.636 
3 
.380 
-.638 
.602 
-.294 
4 
-.241 
.446 
.791 
.342 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
Communalities'CTechnology considerations & Implementation-Private Sector) 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Privacy 
Shifting Cost 
Initial Cost 
Implementation Cost 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.728 
.700 
.702 
.618 
.682 
.655 
.676 
.543 
.457 
.731 
.666 
.461 
.570 
.643 
Extraction Method: Principal Component Analysis. a. Organization = Private 
Total Variance Explained'tTechnology considerations & Implementat 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
I 
Total 
1.577 
1.459 
1.296 
1.220 
1.186 
1.093 
1.001 
.972 
.886 
nitial Eigenvalues 
%of 
Variance 
11.265 
10.418 
9.255 
8.716 
8.471 
7.806 
7.147 
6.941 
6.331 
Cumulative 
% 
11.265 
21.683 
30.939 
39.655 
48.125 
55.931 
63.079 
70.020 
76.351 
Extraction Sums of Squared 
Loadings 
Total 
1.577 
1.459 
1.296 
1.220 
1.186 
1.093 
1.001 
%of 
Variance 
11.265 
10.418 
9.255 
8.716 
8.471 
7.806 
7.147 
Cumulative 
% 
11.265 
21.683 
30.939 
39.655 
48.125 
55.931 
63.079 
lon-Private Sector) 
Rotation Sums of Squared 
Loadings 
Total 
1.380 
1.374 
1.300 
1.297 
1.201 
1.162 
1.117 
%of 
Variance 
9.857 
9.813 
9.285 
9.267 
8.577 
8.301 
7.978 
Cumulative 
% 
9.857 
19.671 
28.956 
38.223 
46.800 
55.101 
63.079 
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10 
11 
12 
13 
14 
.797 
.736 
.681 
.632 
.465 
5.695 
5.256 
4.863 
4.513 
3.322 
82.046 
87.302 
92.165 
96.678 
100.000 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix"'*' 
Adapt to new levels of 
usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
Data Integrity 
Violation of 
Confidentiality 
Accessibility 
Information Risks 
Privacy 
Shifting Cost 
Initial Cost 
Implementation Cost 
Technology considerations & Implementation-Private Sector) 
Component 
1 
.083 
.225 
.524 
.497 
.437 
-.153 
.229 
-.299 
.343 
.337 
.014 
.493 
-.342 
.223 
2 
-.473 
.202 
-.004 
-.113 
.171 
.576 
.555 
.097 
-.392 
.195 
- i l l 
-.196 
-.055 
.506 
3 
.448 
-.010 
.590 
-.471 
-.130 
.006 
.136 
.227 
.102 
-.427 
.175 
-.170 
-.336 
.269 
4 
.091 
-.039 
-.158 
.274 
-.378 
.520 
.131 
.438 
.290 
.124 
.264 
.213 
-.370 
-.370 
5 
.487 
.602 
-.175 
-.030 
-.281 
.149 
.192 
-.251 
.129 
.201 
-.473 
-.261 
.057 
.001 
6 
.159 
.392 
-.101 
-.244 
.471 
.013 
-.360 
.274 
.169 
.348 
.462 
-.190 
.122 
-.058 
7 
-.157 
.301 
.114 
.034 
.039 
.081 
.335 
-.250 
.215 
-.468 
.340 
.032 
.426 
-.353 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 7 components extracted. 
Component Transformation Matrix'(Technology considerations & implementation-
Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
1 
.658 
-.253 
-.393 
.361 
-.275 
-.368 
.087 
2 
.577 
.285 
.595 
-.395 
-.150 
-.122 
-.197 
3 
.056 
.699 
.076 
.449 
.361 
-.206 
.359 
4 
.274 
-.515 
.411 
.279 
.555 
.295 
.134 
5 
.329 
.294 
-.442 
.002 
.269 
.542 
-.494 
6 
.199 
-.022 
-.332 
-.639 
.296 
.018 
.595 
7 
.095 
.120 
.105 
.161 
-.551 
.653 
.458 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities*(Technology considerations-Private Sector) 
Internal Resistance 
Integration of Customer Information across 
agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success with goals 
Choosing and working with external vendors 
Customization 
Inexperienced Consultants 
Integration 
Lack of executive sponsorship and leadership 
Software and/or consulting vendor over promised 
Integrator cost out of control 
Unstable or buggy software 
Integrator doesn't understand client's business 
Software lacks key functionality 
Integrator staff lacks key skills or experience 
Internal staff lacks skills 
User adoption problems 
Integration with legacy systems too difficult 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.488 
.493 
,525 
.564 
.575 
.610 
.685 
.725 
.521 
.731 
.734 
.555 
.642 
.683 
.670 
.532 
.715 
.467 
.484 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Expiained'(Technoiogy considerations-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
Initial Eigenvalues 
Total 
1.692 
1.479 
1.465 
1.260 
1.173 
1.160 
1.112 
1.049 
1.009 
.991 
.905 
.873 
.847 
.808 
.759 
%of 
Variance 
8.905 
7.782 
7.713 
6.630 
6,172 
6.106 
5.853 
5.521 
5.309 
5.214 
4.765 
4.597 
4.459 
4.251 
3.995 
Cumulative 
% 
8.905 
16.687 
24.400 
31.030 
37.202 
43.308 
49.161 
54.682 
59.991 
65.205 
69.970 
74.567 
79.027 
83.278 
87.272 
Extraction Sums of Squared 
Loadings 
Total 
1.692 
1.479 
1.465 
1.260 
1.173 
1.160 
1.112 
1.049 
1.009 
%of 
Variance 
8.905 
7.782 
7.713 
6.630 
6.172 
6.106 
5.853 
5.521 
5.309 
Cumulative 
% 
8.905 
16,687 
24.400 
31.030 
37.202 
43.308 
49.161 
54.682 
59.991 
Rotation Sums of Squared 
Loadings 
Total 
1.333 
1.333 
1.298 
1.276 
1.261 
1.258 
1.258 
1.226 
1.155 
%of 
Variance 
7.016 
7.014 
6.831 
6.717 
6.636 
6.623 
6.622 
6.452 
6.080 
Cumulative 
% 
7.016 
14.030 
20.861 
27.578 
34.214 
40.837 
47.460 
53.912 
59.991 
1 
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16 
17 
18 
19 
.706 
.691 
.516 
.505 
3.716 
3.635 
2.718 
2.658 
90.988 
94.623 
97.342 
100.000 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix'''(Technology considerations-Private Sector) 
Interna! Resistance 
Integration of 
Customer 
Information across 
agencies 
Provision for future 
Conversions 
Attract right skilled 
work force 
Difficulty in 
measuring success 
with goals 
Choosing and 
working with 
external vendors 
Customization 
Inexperienced 
Consultants 
Integration 
Lack of executive 
sponsorship and 
leadership 
Software and/or 
consulting vendor 
over promised 
Integrator cost out of 
control 
Unstable or buggy 
software 
Integrator doesn't 
understand client's 
business 
Software lacks key 
functionality 
Integrator staff lacks 
key skills or 
experience 
Internal staff lacks 
skills 
Component 
1 
.395 
.183 
-.084 
-.190 
-.358 
.596 
.046 
-.055 
.173 
.296 
.192 
-.272 
.385 
.137 
-.362 
.069 
.539 
2 
-.239 
-.459 
.114 
-.018 
-.204 
.115 
.606 
.225 
.139 
.095 
-.323 
.044 
.321 
-.401 
-.032 
-.291 
-.057 
3 
-.451 
.153 
.054 
-.521 
.313 
.181 
-.233 
.182 
.222 
-.476 
-.198 
-.106 
.025 
.187 
.353 
.002 
.294 
4 
.039 
.261 
-.555 
.239 
.369 
.418 
-.163 
.154 
.282 
-.013 
.225 
.146 
.017 
-.204 
-.111 
-.233 
-.308 
5 
-.039 
.143 
.166 
.048 
-.006 
-.015 
-.294 
-.083 
-.316 
.222 
-.153 
.066 
.554 
.428 
.098 
-.501 
-.300 
6 
-.192 
.132 
-.365 
-.126 
.046 
-.137 
.273 
.164 
.104 
.565 
-.192 
.239 
-.104 
.318 
.094 
.350 
-.218 
7 
.032 
.158 
.119 
-.137 
-.283 
-.004 
.057 
.447 
-.207 
.085 
.619 
.136 
-.036 
-.202 
.496 
-.118 
-.040 
8 
.146 
-.106 
-.092 
.386 
.129 
.087 
.178 
.417 
-.432 
-.177 
-.072 
-.408 
-.248 
.313 
-.060 
-.027 
.020 
9 
-.097 
.289 
.107 
.112 
-.268 
-.088 
-.197 
.454 
-.045 
-.029 
-.234 
.448 
-.097 
.060 
-.364 
.003 
.317 
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Component Matrix*'''(Technology considerations-Private Sector) 
User adoption 
problems 
Integration with 
legacy systems too 
difficult 
Component 
1 
.078 
.379 
2 
.485 
-.046 
3 
.316 
.271 
4 
.271 
-.189 
5 
.088 
.047 
6 
.012 
.345 
7 
.002 
.119 
8 
.196 
.193 
9 
.078 , 
-.239 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 9 components extracted. 
Component Transformation Matrix*(Technoiogy considerations-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
1 
.573 
-.142 
.355 
-.224 
.092 
.248 
-.071 
.471 
-.422 
2 
.125 
-.715 
.285 
.230 
.356 
.035 
.044 
-.176 
.421 
3 
.421 
-.037 
-.500 
.236 
-.119 
-.206 
-.508 
.311 
.323 
4 
.381 
.216 
.370 
.379 
-.436 
.103 
-.188 
-.538 
-.049 . 
5 
.393 
.125 
.050 
-.679 
-.079 
-.309 
.218 
-.224 
.409 
6 
.249 
.115 
-.481 
-.045 
.255 
.720 
.170 
-.274 
.063 
7 
.210 
.445 
.070 
.266 
.720 
-.371 
.041 
-.096 
-.122 
8 
.271 
-.265 
-.324 
.275 
-.232 
-.301 
.658 
-.015 
-.314 
9 
.014 
.351 
.250 
.298 
-.126 
.204 
.435 
.475 
.503 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities''(Customer Satisfaction-Private Sector 
Item 
My company is very concerned with security for transactions 
My company's words and promises are reliable 
My company is consistent in providing quality services 
Employees of the company shows respect to customer 
My company fulfils its obligations to customers 
I have confidence in my company's services 
My company offers personalized services to meet customer needs 
My company is flexible when its services are changed 
My company is flexible in serving customer needs 
My company provides timely and trustworthy information 
My company provides information if there are new insurance services 
My company fulfils its promises 
Information provided by my company is accurate 
My company has knowledge about insurance services 
My company has knowledge about the market trend 
My company is able to answer questions about the policy or procedures for making 
changes 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.653 
.640 
.548 
.596 
.635 
.696 
.728 
.722 
.596 
.705 
.689 
.677 
.716 
.661 
.555 
.709 
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Communalities'(Customer Satisfaction-Private Sector 
Item 
My company provides timely information regarding value of policy 
My company is concerned with matching my insurance needs with my ability to pay 
My company follows through on promised services 
My company tries to avoid potential problems 
My company tries to solve problems before they create conflicts 
My company has the ability to openly discuss solutions when problems arise 
Assisted Service through Call- Center 
Self Service through Internet 
Calculate premium, compare products, online tracking of claims status 
Differentiated Service Levels based Service for different customer segments 
1 am completely satisfied with information quality 
1 am very pleased with what the company does for me 
My experiences with the company responsiveness have always been good 
1 am very satisfied with service quality offered by my company \ 
If 1 had to do it all over again, 1 would still choose to use the same company 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.678 
.633 
.645 
.624 
.671 
.704 
.688 
.776 
.689 
.701 
.695 
.523 
.666 
.781 
.706 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
Total Variance Explained" (Customer Satisfaction-Private Sector) 
Initial Eigenvalues 
Total 
1.879 
1.809 
1.665 
1.590 
1.556 
1.458 
1.401 
1.340 
1.329 
1.257 
1.196 
1.149 
1.055 
1.016 
1.002 
.948 
,896 
.879 
.826 
.797 
.767 
%of 
Variance 
6.063 
5.835 
5.371 
5.128 
5.018 
4.705 
4.519 
4.324 
4.287 
4.054 
3.859 
3.705 
3,402 
3.279 
3.233 
3.058 
2,891 
2.836 
2.665 
2.572 
2.475 
Cumulative 
% 
6.063 
11.898 
17.269 
22.397 
27.415 
32.120 
36.638 
40.962 
45.250 
49.303 
53.162 
56.868 
60.269 
63.548 
66.781 
69.839 
72.730 
75.566 
78.231 
80.804 
83.279 
Extraction Sums of Squared 
Loadings 
Total 
1.879 
1.809 
1.665 
1.590 
1.556 
1.458 
1.401 
1.340 
1.329 
1.257 
1.196 
1.149 
1.055 
1.016 
1.002 
%of 
Variance 
6.063 
5.835 
5.371 
5.128 
5.018 
4.705 
4.519 
4.324 
4.287 
4.054 
3.859 
3.705 
3.402 
3.279 
3.233 
Cumulative 
% 
6.063 
11.898 
17.269 
22.397 
27.415 
32.120 
36.638 
40.962 
45.250 
49.303 
53.162 
56.868 
60.269 
63.548 
66.781 
Rotation Sums of Squared 
Loadings 
Total 
1.560 
1.513 
1.513 
1.420 
1.399 
1.394 
1.388 
1.360 
1.345 
1.340 
1.335 
1.295 
1.293 
1.288 
1.259 
%of 
Variance 
5.031 
4.882 
4.880 
4.581 
4.513 
4.498 
4.477 
4.388 
4.338 ^ 
4.322 
4.306 
4.177 
4.170 
4.156 
4.062 
Cumulative 
% 
5.031 
9.913 
14.793 
19.373 
23.886 
28.385 
32.861 
37.250 
41.588 
45.911 
50.217 
54.394 
58.564 
62.719 
66.781 
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22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
.689 
.665 
.625 
.578 
.549 
.478 
.446 
.408 
.401 
.344 
2.221 
2.146 
2.015 
1.864 
1.772 
1.542 
1.440 
1.317 
1.294 
1.109 
85.500 
87.647 
89.662 
91.526 
93.298 
94.840 
96.280 
97.597 
98.891 
100.000 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix' (Customer Satisfaction-Private Sector) 
My company is 
very concerned 
with security 
for transactions 
My company's 
words and 
promises are 
reliable 
My company is 
consistent in 
providing 
quality services 
Employees of 
the company 
shows respect 
to customer 
My company 
fulfils its 
obligations to 
customers 
1 have 
confidence in 
my company's 
services 
My company 
offers 
personalized 
services to 
meet customer 
needs 
My company is 
flexible when 
its services are 
changed 
Component 
1 
.076 
.387 
-.331 
.088 
-.363 
-.042 
.219 
.661 
2 
.219 
-.083 
.110 
-.506 
-.053 
-.055 
-.237 
.101 
3 
-.219 
-.046 
.178 
-.044 
.057 
-.307 
-.001 
.192 
4 
-.569 
.247 
.244 
-.098 
.434 
.068 
.120 
.082 
5 
-.127 
,092 
.388 
.341 
.252 
.085 
-.229 
.138 
6 
-.080 
-.271 
-.205 
.274 
-.298 
.372 
.201 
.049 
7 
-.019 
-.002 
.038 
.021 
.124 
.115 
-.230 
.112 
8 
,253 
-.241 
-.046 
-.101 
-.011 
.080 
-.310 
.246 
9 
-.080 
.397 
-.174 
-.160 
.125 
.042 
.260 
-.095 
10 
.268 
-.072 
,178 
.157 
-.002 
-.067 
.428 
.095 
11 
.050 
.080 
.071 
.033 
.070 
.390 
-.104 
-.023 
12 
,161 
,226 
.109 
-.009 
.286 
.476 
.179 
.135 
13 
.071 
.103 
.181 
.256 
.118 
.177 
-.074 
.193 
14 
-.168 
.163 
-.103 
-.018 
.154 
.099 
.218 
-.042 
'5 
.025 
.146 
-.131 
-.021 
-.011 
-.005 
-.147 
.247 
193 
My company is 
flexible in 
serving 
customer needs 
My company 
provides timely 
and trustworthy 
information 
My company 
provides 
information if 
there are new 
insurance 
services 
My company 
fulfils its 
promises 
Information 
provided by 
my company is 
accurate 
My company 
has knowledge 
about insurance 
services 
My company 
has knowledge 
about the 
market trend 
My company is 
able to answer 
questions about 
the policy or 
procedures for 
making 
changes 
My company 
provides timely 
information 
regarding value 
of policy 
My company is 
concerned with 
matching my 
insurance 
needs with my 
ability to pay 
My company 
follows 
through on 
promised 
services 
My company 
tries to avoid 
potential 
problems 
Component Matrix' (Customer Satisfaction-Private Sector) 
Component 
-.329 
-.314 
.497 
.050 
.136 
.299 
-.048 
-.338 
-.012 
-.007 
.151 
-.273 
.458 
-.066 
-.343 
-.054 
-.058 
.502 
.089 
.006 
-.041 
.204 
.270 
-.154 
.041 
,205 
-.104 
-.025 
.469 
.121 
.328 
.171 
-.036 
.240 
-.099 
.017 
-.035 
-.184 
.013 
-.580 
.108 
.002 
-.005 
-.164 
-.148 
-.040 
-.004 
.233 
-.176 
-.122 
-.101 
.169 
-.203 
-.056 
-.283 
.360 
.527 
.032 
.239 
.034 
.095 
-.113 
-.183 
-.085 
.213 
-.028 
-.254 
.085 
-.121 
.492 
.083 
.206 
.174 
.214 
.112 
-.208 
.371 
-.231 
.092 
-.259 
-.035 
.152 
-.098 
-.431 
-.138 
-.153 
.244 
-.246 
.165 
-.227 
.192 
.342 
.140 
.081 
.141 
.101 
-.044 
.087 
-.036 
-.107 
.090 
-.168 
-.163 
.100 
-.337 
.178 
.413 
.193 
.160 
.053 
-.283 
-.144 
-.148 
-.122 
-.185 
-.341 
.081 
.119 
.089 
.143 
.069 
,127 
.048 
.350 
-.080 
.028 
.196 
-.113 
-.343 
-.265 
.309 
-.018 
-.041 
.356 
.141 
.172 
-.250 
.087 
.227 
.075 
-.004 
.234 
-.236 
.052 
.221 
-.314 
-.125 
.074 
.254 
-.191 
.294 
-.011 
.009 
.033 
,292 
-,109 
-,102 
-,079 
-,155 
,063 
,190 
,329 
-,099 
,214 
,176 
-.271 
-.009 
-.332 
-,304 
,413 
-,233 
.036 
.105 
-017 
,015 
-,165 
,266 
,119 
,177 
,222 
194 
My company 
tries to solve 
problems 
before they 
create conflicts 
My company 
has the ability 
to openly 
discuss 
solutions when 
problems arise 
Assisted 
Service 
through Call-
Center 
Self Service 
through 
Internet 
Calculate 
premium, 
compare 
products, 
online tracking 
of claims status 
Differentiated 
Service Levels 
based Service 
for different 
customer 
segments 
I am 
completely 
satisfied with 
information 
quality 
I am very 
pleased with 
what the 
company does 
forme 
My 
experiences 
with the 
company 
responsiveness 
have always 
been good 
I am very 
satisfied with 
service quality 
offered by my 
company 
Component Matrix'' (Customer Satisfaction-Private Sector) 
Component 
-.110 
-.067 
.185 
.089 
-.081 
-.287 
.157 
-.005 
.069 
.167 
.365 
-.115 
.458 
.016 
.134 
-.362 
.187 
.091 
-.285 
-.131 
-.290 
-.293 
.040 
.221 
-.124 
.215 
.358 
-.522 
-.227 
.337 
.130 
.174 
.070 
.459 
-.088 
-.251 
-.028 
.041 
.133 
-.283 
-.114 
-.117 
.031 
.014 
.303 
-.459 
.075 
-.080 
.015 
.323 
.195 
.127 
-.453 
.169 
-.044 
-.138 
.227 
.155 
-.317 
.123 
.429 
-.023 
-.210 
-.192 
.378 
-.069 
-.147 
-.131 
.340 
.325 
.095 
.397 
.210 
-.111 
-.068 
.057 
.063 
.226 
.076 
-.045 
-.117 
-.204 
.219 
-.373 
.310 
.084 
-.259 
.137 
-.213 
.213 
-.043 
.086 
.210 
-.179 
.068 
.114 
,451 
-.119 
.464 
-.041 
-.090 
.363 
.015 
.403 
.332 
.176 
.241 
-.038 
-.015 
.142 
.228 
-.199 
.010 
-.076 
-.384 
-.103 
.037 
.093 
.009 
-.217 
-.253 
-.073 
-.129 
-.171 
.209 
-.048 
.149 
.005 
I 
1 
.041 J-.334 
1 
! 
1 
.232 
.095 
-.214 
-.267 
,117 
.168 
.262 
-.015 
-.053 
,062 
,297 
.007 
-.060 
-.010 
.087 
-.147 
-.276 
-.159 
i 
i 
i 
-,243 i-,276 
195 
Component Matrix'''(Customer Satisfaction-Private Sector) 
If I had to do it 
all over again, 1 
would still 
choose to use 
the same 
company 
.071 .168 -.321 -.029 .026 .067 
Component 
.118 -.546 -.210 -.153 -.051 -.123 .238 -.236 .232 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 15 components extracted. 
Component Transformation IVIatrix'(Customer Satisfaction-Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
1 
-.520 
.099 
.176 
.452 
.449 
-.278 
.094 
-.145 
.016 
.116 
.030 
.234 
.253 
.041 
-.205 
2 
-.110 
-.602 
-.139 
-.133 
.168 
.527 
.149 
-.110 
-.164 
-.049 
.228 
.175 
.319 
.186 
.000 
3 
.592 
-.185 
-.035 
.309 
.095 
-.221 
-.067 
-.193 
.387 
-.119 
.045 
.402 
.056 
.208 
.214 
4 
-.058 
.411 
-.381 
.179 
-.073 
.223 
.498 
.150 
-.115 
-.155 
.008 
.319 
-.293 
.312 
.040 
5 
.206 
-.287 
-.240 
.191 
-.140 
-.262 
.419 
.102 
-.198 
.638 
.028 
-.070 
.000 
-.228 
-.056 
6 
.289 
.319 
.372 
-.079 
.027 
.201 
-.186 
-.140 
-.295 
.490 
.213 
.097 
.001 
.410 
-.156 
7 
-.082 
.085 
-.494 
-.322 
.180 
-.147 
-.421 
-.052 
-.074 
.149 
.251 
.448 
-.174 
-.272 
-.092 
8 
.154 
-.040 
-.002 
-.133 
.614 
-.143 
-.019 
.277 
-.415 
-.030 
-.355 
-.070 
-.052 
.109 
.405 
9 
-.143 
-.310 
.183 
.056 
-.021 
-.024 
-.179 
.723 
.245 
.111 
.095 
.142 
-.303 
.258 
-.177 
10 
.245 
-.038 
.282 
-.287 
.394 
.021 
.421 
-.099 
.144 
-.159 
.099 
.029 
-.341 
-.263 
-.437 
11 
.099 
-.059 
.096 
.555 
.060 
.190 
-.204 
.026 
-.358 
-.221 
.426 
-.135 
-.304 
-.327 
.104 
12 
.021 
.265 
-.167 
-.070 
.310 
.075 
.111 
.196 
.418 
.159 
.524 
-.387 
.206 
.012 
.279 
13 
.113 
.136 
.254 
-.183 
-.223 
-.263 
.172 
.363 
-.266 
-.274 
.300 
.312 
.470 
-.182 
.050 
14 
-.321 
-.131 
.336 
-.208 
-.140 
-.142 
.190 
-.257 
.040 
.138 
.201 
.176 
-.367 
.007 
.596 
15 
.035 
.159 
.188 
.103 
.044 
.513 
-.011 
.169 
.223 
.265 
-.324 
.337 
.118 
-.490 
.205 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
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Comniunalities*(Customer Communication -Private Sector) 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer 
interactions 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.700 
.675 
.800 
.608 
.565 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Explained' (Customer Communication -Private Sector) 
Component 
1 
2 
3 
4 
5 
Initial Eigenvalues 
Total 
1.180 
1.130 
1.038 
.842 
.811 
%of 
Variance 
23.601 
22.595 
20.757 
16.837 
16.210 
Cumulative 
% 
23.601 
46.196 
66.953 
83.790 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.180 
1.130 
1.038 
%of 
Variance 
23.601 
22.595 
20.757 
Cumulative 
% 
23.601 
46.196 
66.953 
Rotation Sums of Squared 
Loadings 
Total 
1.154 
1.138 
1.055 
%of 
Variance 
23.086 
22.760 
2L106 
Cumulative 
% 
23.086 
45.847 
66.953 
-- -- -
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrlx'''(Customer Communication -Private Sector) 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer 
interactions 
Component 
1 
.351 
.374 
-.303 
-.560 
.716 
2 
.609 
.662 
.295 
.454 
-.164 
3 
-.454 
.311 
.788 
-.297 
.162 
Extraction Method: Principal Component Analysis. 
a. Organiz.ation = Private 
b. 3 components extracted. 
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Component Transformation Matrix*(Customer Communication -Private Sector) 
Component 
1 
2 
3 
1 
-.845 
.402 
-.352 
2 
.487 
.850 
-.200 
3 
-.219 
.340 
.914 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities'" (Customer Base -Private Sector) 
High Value Customers 
Equal Value to Customers 
Choose Own Customer Base 
Future Financial Value to Company 
Current Financial value to Company 
Initial 
1.000 
1.000 
1.000 
i.OOO 
1.000 
Extraction 
.471 
.381 
.469 
.555 
.514 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Explained* (Customer Base -Private Sector) 
Component 
1 
2 
3 
4 
5 
Initial Eigenvalues 
Total 
1.267 
1.124 
.966 
.836 
.807 
%of 
Variance 
25.342 
22.472 
19.320 
16.719 
16.148 
Cumulative 
% 
25.342 
47.814 
67.134 
83.852 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.267 
1.124 
%of 
Variance 
25.342 
22.472 
Cumulative 
% 
25.342 
47.814 
Rotation Sums of Squared 
Loadings 
Total 
1.259 
1.131 
%of 
Variance 
25.184 
22.630 
Cumulative 
% 
25.184 
47.814 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component IVIatrix°'''(Customer Base -Private Sector) 
High Value Customers 
Component 
1 
.663 
2 
-.179 
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Equal Value to Customers 
Choose Own Customer Base 
Future Financial Value to Company 
Current Financial value to Company 
-.084 
.087 
.656 
-.618 
-.611 
.679 
.354 
.363 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 2 components extracted. 
Component Transformation Matrix*(Customer Base -Private Sector) 
Component 
1 
2 
1 
.972 
-.235 
2 
.235 
.972 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities*(Value Preposition -Private Sector) 
Achieve a single, real-time view of the constituent 
Share and leverage information across departments and agencies 
Deliver single point access to programs and services 
Measure and promote constituent services based on requests, 
utilization and success 
Provide consistent communications across delivery channels-
agency offices, contact centers, and constituent self-service 
Create personalized and targeted services based on constituent 
needs and preferences 
Leverage dashboards and reporting for constituent service levels, 
performance measurements and trends 
Increase efficiency and productivity 
Decrease costs by servicing constituents through the most cost-
effective channels 
Increase efficiency by servicing constituents with consistent 
processes 
Streamline operations and improve response times by automating 
business processes 
Make better decisions with real-time, action-oriented alerts, 
notifications and information analysis 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.733 
.652 
.796 
.646 
.599 
.615 
.521 
.620 
.380 
.608 
.650 
.604 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Explained i^Vaiue Preposition -Private Sector) 
Component 
1 
Initial Eigenvalues 
Total 
1.590 
%of 
Variance 
13.253 
Cumulative 
% 
13.253 
Extraction Sums of Squared 
Loadings 
Total 
1.590 
%of 
Variance 
13.253 
Cumulative 
% 
13.253 
Rotation Sums of Squared 
Loadings 
Total 
1.345 
%of 
Variance 
11.206 
Cumulative 
% 
11.206 
199 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
1.349 
1.229 
1.184 
1.053 
1.019 
.967 
.835 
.811 
.762 
.648 
.554 
11.244 
10.245 
9.864 
8.771 
8.489 
8.054 
6.957 
6.754 
6.353 
5.401 
4.613 
24.498 
34.743 
44.607 
53.378 
61.867 
69.922 
76.879 
83.633 
89.986 
95.387 
100.000 
1.349 
1.229 
1.184 
1.053 
1.019 
11.244 
10.245 
9.864 
8.771 
8.489 
24.498 
34.743 
44.607 
53.378 
61.867 
1.307 
1.266 
1.177 
1.166 
1,164 
10.891 
10.549 
9.804 
9.715 
9.702 
22.097 
32.646 
42.450 
52.165 
61.867 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix*' 
Achieve a single, real-time 
view of the constituent 
Share and leverage 
information across 
departments and agencies 
Deliver single point access to 
programs and services 
Measure and promote 
constituent services based on 
requests, utilization and 
success 
Provide consistent 
communications across 
delivery channels- agency 
offices, contact centers, and 
constituent self-service 
Create personalized and 
targeted sen'ices based on 
constituent needs and 
preferences 
Leverage dashboards and 
reporting for constituent 
service levels, performance 
measurements and trends 
Increase efficiency and 
productivity 
Decrease costs by servicing 
constituents through the 
most cost-effective channels 
"(Vafue Preposition -Private Sector) 
Component 
1 
-.349 
.348 
.105 
.471 
.113 
-.268 
.419 
.324 
-.461 
2 
.118 
-.034 
-.363 
-.264 
-.587 
-.240 
.503 
.215 
.353 
3 
-.215 
.616 
-.116 
-.430 
.146 
.579 
-.114 
,249 
.150 
4 
.305 
-.242 
-.409 
.137 
,233 
,316 
-,179 
,580 
.060 
5 
.533 
.217 
.522 
.388 
-.360 
.220 
-.104 
.247 
,029 
6 
-,416 
-,210 
.448 
-.024 
.189 
.046 
-.190 
.098 
.127 
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Increase efficiency by 
servicing constituents with 
consistent processes 
Streamline operations and 
improve response times by 
automating business 
processes 
Make better decisions with 
real-time, action-oriented 
alerts, notifications and 
information analysis 
.157 
.036 
-.715 
.481 
.274 
-.020 
.280 
-.255 
-.092 
-.262 
.443 
-.234 
.178 
-.062 
.106 
.417 
.556 
.134 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 6 components extracted. 
Component Transformation Matrix'CValue Preposition -Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
I 
.612 
.205 
.296 
.691 
.122 
-.058 
2 
-.470 
-.527 
.477 
.345 
.275 
.282 
3 
.456 
-.482 
-.415 
-.164 
.561 
.214 
4 
-.382 
.361 
-.231 
.176 
.668 
-.439 
5 
-.218 
.192 
-.581 
.464 
-.172 
.577 
6 
.049 
.530 
.349 
-.362 
.344 
.588 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
Communalities*(CRM Benefits -Private Sector) 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improved visibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different prospect types 
Accurate profitability comparisons for policies sold through 
different channels 
Providing online access to product information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers selectively 
Identify what customer's value and devise appropriate service 
strategies 
Increased efficiency through automation 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.629 
.483 
.673 
.717 
.486 
.410 
.636 
.632 
.570 
.848 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
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Communalities'(CRM Benefits -Private Sector) 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improved visibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different prospect types 
Accurate profitability comparisons for policies sold through 
different channels 
Providing online access to product information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers selectively 
Identify what customer's value and devise appropriate service 
strategies 
Increased efficiency through automation 
Initial 
1.000 
1.000 
1,000 
1.000 
1.000 
1.000 
1.000 
LOOO 
1.000 
1.000 
Extraction 
.629 
.483 
.673 
.717 
.486 
.410 
.636 
.632 
.570 
.848 
Extraction Method: Principal Component Analysis. 
Total Variance Explalned'(CRM Benefits -Private Sector) 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Initial Eigenvalues 
Total 
1.379 
1.298 
1.251 
1.141 
1.015 
.973 
.889 
.727 
.702 
.624 
%of 
Variance 
13.790 
12.981 
12.509 
11.412 
10.148 
9.734 
8.894 
7.266 
7.022 
6.244 
Cumulative 
% 
13.790 
26.771 
39.280 
50.692 
60.840 
70.574 
79.468 
^ 86.734 
93.756 
100.000 
Extraction Sums of Squared 
Loadings 
Total 
1.379 
1.298 
1.251 
1.141 
1.015 
%of 
Variance 
13.790 
12.981 
12.509 
11.412 
10.148 
Cumulative 
% 
13.790 
26.771 
39.280 
50.692 
60.840 
Rotation Sums of Squared 
Loadings 
Total 
1.276 
1.262 
1.254 
1.192 
1.099 
%of 
Variance 
12.761 
12.618 
12.544 
11.924 
10.994 
Cumulative 
% 
12.761 
25.379 
37.922 
49.846 
60.840 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
.«.!> Component Matrix • (CRN! Benefits -Private Sector) 
Component 
Improved customer loyalty (win-
back) 
Increased analysis of marketing 
program effectiveness 
Improved visibility to win-rate 
comparisons for different prospect 
types 
Improved profitability comparisons 
for different prospect types 
1 
.684 
.243 
.196 
.544 
2 
.058 
.308 
.151 
-.012 
3 
.232 
-.550 
-.295 
,359 
4 
-.020 
-.023 
.724 
.509 
5 
.321 
.161 
-.012 
-.184 
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Communalities'(CRM Benefits -Private Sector) 
Improved customer loyalty (win-back) 
Increased analysis of marketing program effectiveness 
Improved visibility to win-rate comparisons for different 
prospect types 
Improved profitability comparisons for different prospect types 
Accurate profitability comparisons for policies sold through 
different channels 
Providing online access to product information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers selectively 
Identify what customer's value and devise appropriate service 
strategies 
Increased efficiency through automation 
Initial 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
Extraction 
.629 
.483 
.673 
.717 
.486 
.410 
.636 
,632 
.570 
.848 
Extraction Method: Principal Component Analysis. 
Accurate profitability comparisons 
for policies sold through different 
channels 
Providing online access to product 
information and technical 
assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target 
customers selectively 
Identify what customer's value and 
devise appropriate service 
strategies 
Increased efficiency through 
automation 
-.103 
-.315 
-.369 
.194 
.320 
-.363 
-.597 
.147 
.657 
.319 
.422 
.296 
-.119 
.346 
.112 
.591 
-.428 
.005 
.217 
.248 
.189 
-.287 
-.258 
.251 
.240 
-.329 
-.143 
.246 
-.200 
,752 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 5 components extracted. 
Component Transformation Matrix'(CRM Benefits -Private Sector) 
Component 
1 
2 
3 
4 
5 
1 
,400 
,503 
-,724 
-,246 
.049 
2 
.574 
.285 
.632 
-.277 
.337 
3 
-.375 
.775 
.264 
.112 
-.420 
4 
.468 
.050 
-.011 
.877 
-.098 
5 
-.389 
.250 
-.081 
.285 
.836 
Extraction Method: Principal Component Analysis, 
Rotation Method: Varimax with Kaiser Normalization, 
a. Organization = Private 
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Communalities'(Before and After CRM Implementation-Private Sector) 
Reduction in time required to generate customer lists 
Ability to make product recommendations during 
support requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct 
contradictory data from sales 
Initial 
1.000 
1.000 
1.000 
1.000 
Extraction 
.382 
.330 
.968 
.451 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Total Variance Explained'(Befo 
Component 
1 
2 
3 
4 
Initial Eigenvalues 
Total 
1.130 
1.000 
.954 
.915 
%of 
Variance 
28.261 
25.004 
23.848 
22.887 
Cumulative 
% 
28.261 
53.265 
77.113 
100.000 
re and After CRM Implementation-Private Sector) 
Extraction Sums of Squared 
Loadings 
Total 
1.130 
1.000 
%of 
Variance 
28.261 
25.004 
Cumulative 
% 
28.261 
53.265 
Rotation Sums of Squared 
Loadings 
Total 
1.129 
1.002 
%of 
Variance 
28.220 
25.045 
Cumulative 
% 
28.220 
53.265 
Extraction Method: Principal Component Analysis, 
a. Organization = Private 
Component Matrix'^IBefore and After CRM Implementation-Private Sector) 
Reduction in time required to generate customer lists 
Ability to make product recommendations during 
support requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to correct 
contradictory data from sales 
Component 
1 
.600 
.566 
-.113 
.661 
2 
.147 
-.099 
.977 
.119 
Extraction Method: Principal Component Analysis. 
a. Organization = Private 
b. 2 components extracted. 
Component Transformation Matrix' 
Component 
1 
2 
1 
.994 
.112 
2 
-.112 
.994 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Organization = Private 
204 
APPENDIX-II 
APPENDIX II 
QUESTIONNAIRE 
Dear Sir/Madam, 
I am a Ph. D. student conducting research in CRM practices in the 
Indian INSURANCE Sector. This study presents to arrive at A COMPARISON 
ON CRM PRACTICES in Public and Private Insurance Firms based on survey 
research. I request your valuable time to answer these questions. I assure you 
of confidentiality for the information provided. 
Name 
Organization 
Type 
Designation 
Public / Private 
Section I. Demographics: 
Age: 
Less than 25 
25 to 35 
35 to 45 
45 to 55 
Income: 
10000-20000 
20000-30000 
30000-40000 
40000-50000 
More than 50000 
Occupation; 
Education: 
n 
n 
D 
D 
n 
D 
D 
n 
D 
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Section II. CRM Goals: For each of the characteristics of CRM GOALS listed 
below, please choose one that says how important you 
think the characteristic is for your Organization using 
the scales given below: 
l=StrongIy Disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 
5=Strongly agree 
Support Process Integration 
Item 
Fully integrate sales and marketing with customer 
service, supply chain, online and accounting 
Audit and map the touch points and processes that 
affect customers 
Quantify and prioritize these processes according to 
their impact on strategic CRM 
Prioritize processes based on their importance to 
customers and their impact on the Enterprise's 
strategic CRM objectives 
Identify the key processes from the customer's 
perspective 
I 2 3 4 5 
Customer Value 
Item 
Improve Customer Satisfaction 
Increase Profits 
Customer Service and support 
Building attractive Virtual Community 
1 2 3 4 5 
System Performance 
Item 
Incorporate consistent & integrated customer view 
across channels 
Implement effective sales & complaint management 
system 
Incorporate excellent analytics 
Manage campaigns 
Increased agency staff efficiency 
Increased Customer Service 
1 2 3 4 5 
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Drive-up Profitability 
Item 
Extending services beyond core Business 
Channel for others to market their products 
Identify price-elasticity of demand by segments 
Unearth end-user served and un-served markets 
1 2 3 4 5 
Technology Cost 
Item 
Reduced Technology cost 
Technology Balance 
1 2 3 4 5 
Feasibility 
Item 
Data and System Support 
Organization readiness 
1 2 3 4 5 
Personalization 
Item 
Customized Content & Communication 
Customized Product Offers 
1 2 3 4 5 
1= Not important 2= Somewhat important 3=Neither important nor unimportant 
4= Important 5=Very important 
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Section 3. CRM Principles: For each statement below, please choose one that 
best describes your Organization's CRM Principles 
using the scales given below: 
l=Strongly Disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 5= 
Strongly agree 
Item 
Capture customer data from across the enterprise 
Consolidating acquired customer-related data in a 
central database and analyses 
Distribute the results to various customer touch 
points 
Use processed data at touch points 
CRM must adapt to evolving business priorities 
CRM delivers measurable business benefits 
Consider price and total cost of ownership carefully 
1 2 3 4 5 
l=Strongly Disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 5= 
Strongly agree 
Section 4: Technology considerations & Implementation : 
Please think about the considerations of CRM Technology. For each of 
these considerations of CRM Technology listed below, please circle the one number 
from 1 (strongly disagree) to 4 (strongly agree) that says how strongly you agree 
that those CRM Technology Considerations of your firm. 
1 =Strongly Disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 5= 
Strongly agree 
Scalability 
Items 
Adapt to new levels of usage 
Functionality 
Reliability 
Different client's platform 
Version Upgrades 
Integration Options 
1 2 3 4 5 
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Security 
Items 
Data Integrity 
Violation of Confidentiality 
Accessibility 
Information Risks 
Privacy 
1 2 3 4 5 
Cost 
Items 
Initial Cost 
Shifting Cost 
Implementation Cost 
1 2 3 4 5 
Technology Restrictions 
Items 
Security/Legal 
Accessibility 
Audit Trails 
Changing Regulations 
1 2 3 4 5 
Implementation 
User adoption 
Item 
Integration of Customer Information across 
agencies 
Provision for future Conversions 
Attract right skilled work force 
Difficulty in measuring success with goals 
Choosing and working with external vendors 
I 2 3 4 5 
Software Specific 
Item 
Customisation 
Inexperienced Consultant 
Integration 
1 2 3 4 5 
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General Factors 
Item 
Lack of executive sponsorship and leadership 
Software and/or consulting vendor over 
promised 
Integrator cost out of control 
Unstable or buggy software 
Integrator doesn't understand client's business 
Software lacks key functionality 
Integrator stafflacks key skills or experience 
Internal stafflacks skills 
User adoption problems 
Integration with legacy systems too difficult 
1 2 3 4 5 
Section 5. Customer Satisfaction: For each statement below, please choose one 
that best describes how you feel using the 
scales given below: 
l=Strongly Disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 5= 
Strongly agree 
Reliability 
Item 
My company is very concerned with security 
for transactions 
My company's words and promises are reliable 
My company is consistent in providing quality 
services 
Employees of the company shows respect to 
customer 
My company fulfils its obligations to customers 
I have confidence in my company's services 
1 2 3 4 5 
Loyalty 
Item 
My company offers personalized services to 
meet customer needs 
My company is flexible when its services are 
changed 
My company is flexible in serving customer 
needs 
I 2 3 4 5 
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Communication 
Item 
My company provides timely and trustworthy 
information 
My company provides information if there are 
new insurance services 
My company fulfils its promises 
Information provided by my company is 
accurate 
1 2 3 4 5 
Expertise 
Item 
My company has knowledge about insurance 
services 
My company has knowledge about the market 
trend 
Is able to answer questions about the policy or 
procedures for making changes 
Provides timely information regarding value of 
policy 
Is concerned with matching my insurance needs 
with my ability to pay 
Follows through on promised services 
1 2 3 4 5 
Problem solving 
Item 
My company tries to avoid potential problems 
My company tries to solve problems before they 
create conflicts 
My company has the ability to openly discuss 
solutions when problems arise 
1 2 3 4 5 
Benefits Offered 
Item 
Assisted Service through Call- Center 
Self Service through Internet 
Calculate premium, compare products, online 
tracking of claims status 
Differentiated Service Levels based Service for 
different customer segments 
1 2 3 4 5 
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Perceived Satisfaction 
Item 
I am completely satisfied with information 
quality 
I am very pleased with what the company does 
forme 
My experiences with the company 
responsiveness have always been good 
I am very satisfied with service quality offered 
by my company 
If I had to do it all over again, I would still 
choose to use the same company 
1 2 3 4 5 
Section 6. Customer Communication: For each of the characteristics of customer 
Communication listed below, please 
choose one that says how important you 
think these characteristic is for your 
organization using the scales given below: 
1= Not important 2= Somewhat important 3=Neither important nor unimportant 
4= Important 5=Very important 
Item 
Universal Reach 
Affordability 
Multichannel 
Automated processes 
Agency best practices for managing customer 
interactions 
1 2 3 4 5 
Section 7. Customer Base: Please specify the type of Customer Base you operate 
with using the scales given below: 
1= Never 2= Seldom 3=Neither Seldom nor never 4= Occasionally 5=A lot 
Item 
High Value Customers 
Equal Value to Customers 
Choose Own Customer Base 
Future Financial Value to Company 
Current Financial value to Company 
1 2 3 4 5 
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Section 8. Value Prepositions: For each statement below, please choose one that 
best describes CRM Value Proposition of your firm 
using the scales given below: 
l=Strongly disagree 2=Disagree 3=Neither agree nor Disagree 4=Agree 5= 
Strongly agree 
Item 
Achieve a single, real-time view of the 
constituent 
Share and leverage information across 
departments and agencies 
Deliver single point access to programs and 
services 
Measure and promote constituent services based 
on requests, utilization and success 
Provide consistent communications across 
delivery channels- agency offices, contact 
centers, and constituent self-service 
Create personalized and targeted services based 
on constituent needs and preferences 
Leverage dashboards and reporting for 
constituent service levels, performance 
measurements and trends 
Increase efficient and productive data 
management 
Decrease costs by servicing constituents 
through the most cost-effective channels 
Increase efficiency by servicing constituents 
with consistent processes 
Streamline operations and improve response 
times by automating business processes 
Make better decisions with real-time, action-
oriented alerts, notifications and information 
analysis 
1 2 3 4 5 
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Section 9. CRM Benefits: For each statement below, please choose one that best 
describes how you feel using the scales given below: 
1= Not important 2= Somewhat important 3=Neither important nor unimportant 
4= Important 5=Very important 
Item 
Improved customer loyalty (win-back) 
Increased analysis of marketing program 
effectiveness 
Improved visibility to win-rate comparisons for 
different prospect types 
Improved profitability comparisons for different 
prospect types 
Accurate profitability comparisons for policies 
sold through different channels 
Providing online access to product information 
and technical assistance round the clock 
Providing user-friendly mechanism 
Storing customer interests to target customers 
selectively 
Identify what customer's value and devise 
appropriate service strategies 
Increased efficiency through automation 
1 2 3 4 5 
SectionlO. Before and after CRM Implementation: Please evaluate CRM success 
by using the scales given 
below: 
1= Not important 2= Somewhat important 3=Neither important nor unimportant 
4= Important 5=Very important 
Item 
Reduction in time required to generate customer 
lists 
Ability to make product recommendations 
during support requests 
Electronic distribution of customer sales reports 
Reduction in time spent analyzing data to 
correct contradictory data from sales 
Accurate profitability comparisons for policies 
sold through different channels 
1 2 3 4 5 
We sincerely thank you for giving up a part your valuable time and parting 
with very useful information that will help us a great deal in our research 
project 
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